Wash drawing for American Airlines. Pege 116 


WHY COAL AGE IS THE TOP COAL MINING PUBLICATION 
AND THE FIRST CHOICE OF ADVERTISERS © <,\. 


EDITORIAL 


Alert, modern editorial content. You can’t measure editorial content with 
a yardstick but in the first seven months of 1950, COAL AGE had 213 


more pages than the next paper — 780 more. 


PAID CIRCULATION 


More paid circulation to the coal mining industry than any other publication 


(13,940, A. B.C. December, 1919). 


DISPLAY ADVERTISING 


68% more display advertising — 423 pages more than the next publication. 
— 256 advertisers, 64> more. 
— 125 exclusive advertisers. 

— (first seven months, 1950) 


CLASSIFIED ADVERTISING 


3416, more classified advertising . . . 36 pages more than the next paper. 
— (first seven months, 1950) 


ADVERTISER SERVICES 


COAL MINE DIRECTORY — the only authoritative annual directory 
of the coal mining industry. 

MONTHLY NEWS BULLETIN SERVICE — contains data on new de- 
velopments and changes in the industry. 

DIRECTORY OF MANUFACTURERS’ AGENTS, DISTRIBUTORS 
AND SUPPLY HOUSES SERVING COAL MINES. 

COAL AGE NEWS —a monthly publication on news and developments 
in coal mining, free on request, written especially for makers and sellers 


of coal mine equipment and supplies. 


A McGRAW-HILL PUBLICATION 
330 WEST 42nd STREET, NEW YORK 18, N.Y. 
Member Audit Bureau of Circulotions * Associated Business Publications 
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More Than 
8,500 Advertisers 
“Use the Complete Sales Tonic’’ 


DIRECT MAIL DIRECT MAIL 
TRADE PAPERS BE TRADE PAPERS 
CATALOGS CATALOGS 
Au oTners | ALL OTHERS 


* The important industrial buyers look in T.R. for advertising of the 
products you make when they are ready to buy. That is why over 8,500 
wise manufacturers “Use The Complete Sales Tonic” with T.R. They 
know that T. R. is the only place where their advertising is seen at the buying 
moment by over 60% of the total purchasing power of the United States. 


E500 Sdvertises 
Cut Oe Wrong” 


HABITUALLY CONSULTED BY ALL DEPARTMENT HEADS 


CONCERNED WITH WHAT TO BUY & WHERE TO BUY. 
96% ABC Pod Circulation 


THOMAS REGISTER 


461 EIGHTH AVENUE © NEW YORK 1, N.Y. 
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92% of the KEY worm oir heoting ond 87% of the KEY sheet metal controctors 85% of the warm oir heoting-shee! metal 


dental a cond declers ore ore poid subscribers to AMERICAN wholesolers ore poid subscribers to 
pord whecribers to AMERICAN ARTISAN ARTISAN, 45% subscribe to the ARTISAN AMERICAN ARTISAN, 70% subscribe to the ee 
64% whecrbe to the ARTISAN exchvewely 42% to the ARTISAN ARTISAN exclusively, 15% subscribe to the 


ond one other field poper, 13% reed ARTISAN ond one other field paper; 15% 


28% whecribe to the ARTISAN ond one 
other field paper, 8% read enother trode onother trode publication of paper reed another trade publication of no trade 


publication of no paper in ow feild in our field poper in our field 


Evidence of Outstanding Preference for the 
ARTISAN Among Top-Volume Outfits" 


* In each city surveyed, it was first 


Here is your answer as to which paper does the best job of reaching KEY dotetataed tidy dacten én 
men and KEY organizations in the warm air heating-sheet metal market. tha 
Information graphed above is a part of AMERICAN ARTISAN’s of all available business (80% or 


more). These are the valuable 


latest research figures covering 34 cities — typical market areas. 
sales contacts. for any manvufac- 


In each city every KEY dealer, every KEY contractor, and all whole- turer to have, and the only ones 
salers were personally interviewed. Results are accurate, and with with which this ARTISAN research 
confidence may be projected nation-wide. We tem Gon Oe 

Nearly 80% more advertisers use this NUMBER ONE book. They KEY men and KEY organizations. 


KNOW that in the ARTISAN they reach the field’s greatest concentra- 
tion of buying power. 


KEENEY PUBLISHING CO. 


6 N. MICHIGAN, CHICAGO 
Air Conditioning Headquarters 


Also Publishers of Heating, Piping and Air Conditioning 


~~ 
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For contents of previous issues of Industria! Marketing, 
consult the Industrial Arts index in the nearest library. 
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Bennett S. Chapple Jr 34 
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How to Advertise to Business Men: Part 23 


Howard G. Sawyer 
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John L. Flemina 100 
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Letters to the Editor 8 


Trends 
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Au industrial magazines share one thing in 
common: they are put in the mail and sooner or 


later reach a business man’s mail box. 

This simple process is what you buy when you 
buy “coverage” of a market you want to sell. 

But you also buy something much more impor- 
tant when you buy Propuct ENcIneerInc. You 
buy unquestionable PROOF OF READERSHIP. 
You buy what only Propuct ENGINEERING, among 
design-engineering magazines, can give you: 

. . . that very certain kind of PROOF of reader- 


MEN WHO DESIGN AMERICA’S 
A McGraw-Hill Publication 


Member of the Audit Bureau of Circulations and the 


| 
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| 
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what happens? 


ship which is generated among the subscribers to 
this magazine, themselves: 18,000 product-design 
engineers who pay $6.00 a year to be subscribers 
because they want to be Propuct ENGINEERING 
readers. 

These men buy just one thing: the pages which 
lie within the covers of this brilliant editorial force. 
And when you advertise in Propuct ENGINEERING, 
your advertising works alongside the pages your 
best customers value enough to seek voluntarily 
and to pay for. 


NEW PRODUCTS 
McGraw-Hill Building, New York 18 


Associated Business Publications 


So every time you picture your advertising reach- 
ing the desk of a product-design engineer you want 
to sell, ask yourself that one all-important question: 

Now what happens? 

And if you will spend a few minutes in the pages 
of any issue of Propuct ENcINnEERING, you'll know 
the answer to what happens when you advertise in 
this magazine: you will know why Propuct 
ENGINEERING is Opened and read .. . with that 
intent and self-generated interest which alone gives 
your advertising the chance to do its sales job best. 
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THE BACKBONE OF EVERY 
WELL-CONCEIVED ADVERTISING PROGRAM 
IN THE DOMESTIC ENGINEERING FIELD! 


, Together DOMESTIC ENGINEERING and DOMESTIC 
ENGINEERING CATALOG DIRECTORY constitute the 
backbone of every well conceived promotional program in the 
heating, plumbing and air conditioning field. Together they 
offer you your most practical, most economical and most 
effective approach to this tremendous market. Together they 
afford you the only two-way coverage of the important buying 


factors that make up this field. 
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DOMESTIC 


CAN HELP YOU 


N 


phases ti 


of your eee Our various faci 
manufacturers 


Magazine or 


es are at the disposal o 
in either DOMESTIC ENGINEERING 
Mxstic GINEERING CATALOG DIRECTORY. These 


include Catalog Pe Preparation and Manufacturers’ Representative Service, 


vee and Research assistance, List 
other functions vital to complete and effective 


HAT a business publication can be a vital factor in pro- 

moting the interests of its entire industry as well as the 
welfare of the Nation as a whole, has been demonstrated consist- 
ently and conclusively by DOMESTIC ENGINEERING. 


Year after year, in an industry that has proven a vital one in 
peace and war, DOMESTIC ENGINEEFING is the one publica- 
tion that has consistently led the way in every major movement 
affecting that industry. Through its constructive, far-reaching 
editorial efforts and programs, the Domestic Engineering Dealer 
and the Wholesaler and Manufacturer serving this field are kept 
fully and constantly abreast of developments that are closely related 
to their business activities. 


As a direct result of its sound editorial leadership, DOMESTIC 
ENGINEERING has inspired in the minds of its readers a degree 
of confidence which has been equalled or approached by few busi- 
ness publications . . . a degree of confidence that is carried over 
into the advertising pages. That is one reason why, when your 
product story appears in this publication, you are assured of its 
acceptance. If you are not entirely familiar with DOMESTIC 
ENGINEERING and how it can serve you write direct or .. . 


tal and Mailing Services and numerous 
product merchandising. 


AWARDS TO 
DOMESTIC ENGINEERING 
FOR EDITORIAL ACHIEVEMENT 


Thirteen times in the past eleven 
years, DOMESTIC ENGINEER- 
ING has received high honors in 
the Annual Editorial competition 
sponsored by Industrial Marketing. 
It is the only publication in this 
field ever to be so honored. The 
plaques above represent the two 
awards received in 1950. 


CONSULT YOUR ADVERTISING AGENCY 
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NIAA Conference lesue 
‘Put Show on the Road’ 


To Tue Eorror: Many thanks for 
the copy of the National Industrial Ad- 
vertisers Association Conference issue of 

You certainly deserve the thanks of 
every NIAA member for doing such a 
splendid job of covering this important 
conference. And we believe that your 
quick reporting job was one of the big 
reasons the issue was so avidly read in 
this ofhee 

The Los Angeles Conference chair- 
men did an excellent job on their pro- 
gram. You “put the show on the road” 
«© that many land-locked easterners, 
disappointed at not being able to go out 
there, could get the big benefits right 
here Rorert D. Tow NE, vice president, 
W. L. Towne Advertising, New York. 


... Even for Those Who 
Attended the Conference 

To Tue Eprror: I gave some very 
therough attention to the July issue of 
Marxetinc at home last 
night. Reading this particular issue 
certainly increased the value of the in- 
formation and experience I gained from 
the National Industrial Advertisers As- 
sociation convention. You are guilty of 
a masterful editorial job in gathering 
and summarizing the many convention 
proceedings in a helpful presentation. 

I thought you might like to know that 
vou have readers who get value out of 
what you are doing.-Erxwin H. Kraus, 
marketing director, Buchanan & Co. 
San Francisco 


It Was One of The Best 

To Tue Eorror: In the July issue of 
your excellent publication there was a 
very good article by Charles Lukens 
Huston Jr.. president of Lukens Steel 
Co. regarding “What Management Ex- 
pects From Advertising.” 

The above article was one of the best 
| have ever read, and I wonder if it 
would be possible for you to send me 
two or three tear sheets of the same 
In fact, if this article is in reprint form, 
| would appreciate 25 copies, at any 
rate | would appreciate one or two im- 
mediately 

You are doing a wonderful job in 
Marketinc—keep it up! 
Ray Lovekin, president, R. E. Lovekin 
Corp., Philadelphia 


to the Editor 


Wants Salesmen to Read 
Industry Must Do’ 


To Tue Evrron: We were very much 
interested in the article entitled “What 
Industry Must Do in Today's Changing 
Markets,” by Harvey Conover, which ap- 
peared in your July issue. 

We would like very much to have 
permission to make 75 lithostats of this 
article for distributon to our industrial 
sales engineers. We would. of course, in. 
sert the courtesy line to INpustTRIAL 
MARKETING. 

Would you please advise whether or 
not we may have your permitsison to re- 
produce this article-—A. R. Koos, ad- 
vertising manager, Lincoln Engineering 
Co., St. Louis, Mo. 


Ben Chapple Sr. 
Saved the Day 


To Tue Eorror: I was glad to see men- 
tion of Ben Chapple Sr. in your July 
issue. It brings to mind a story about 
Mr. Chapple’s ability as an orator. 

This ability was never more forcibly 
nor dramatically set forth than at one of 
the wartime conferences of NIAA held 
in Atlantic City. | was emeeeing one of 
the luncheon meetings at which one of 
the national business publications had 
an array of talent who were to give out 
with off-the-record information. 

The program committee had arranged 
with one of the large networks for a 
nationwide broadcast of the proceed- 
ings to begin promptly at one o'clock. 
Through a misunderstanding the speak- 
ing talent were unaware of the intentions 
to broadeast. At about ten minutes to 
one the radio announcer put in his ap- 
pearance to ready things for the broad- 
east. When the chief of the speakers 
was approached for background mate- 
rial he bluntly informed the announcer 
and the M.C. that the program, because 
of its confidential nature, could not be 
broadcast. 

Here we were, within eight minutes 
of going on the air with the entire Blue 
Network cleared for a nationwide broad 
cast and no program. The announcer 
turned to me and asked if | would pinch 
hit for 20 minutes, as it was too late 
to change arrangements. I thanked him 
for the compliment but declined. He 


(Continued on page 12) 
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The thing that makes Practical Builder a great 


buy for advertisers is something that money can’t buy: 


The prestige itjenjoys with its readers ... prestige 


born of implicit faith in its editorial pages. 


This prestige, in turn, is ttansmitted to its 


advertising pages.| You can’t measure tt with 


millines or slide-rules| You won’t find it in Standard 


Rate & Data. It carries no price-tag. 


It costs you nothing. Yet it means everything. 


It is the priceless ingredient that makes 


practical builder... 


industry 


CINODUSTRIAL PUBLICATIONS, INC., CHICAGO 
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Increased Attention 
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Requiat 
January 
issue- pivs. 
os usual, 


ASHVE 
Journal 


| Directory 


Guide 
products, trode 


Wome’, 


Annus 
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for Your 
Heating, 


Combined ia One 
Great January Number 


and Ho reduance » 
over other Rates! 


Here’s a regular issue, a 


directory issue, a show issue 


— all between two covers, 


published on the same date. 


Here your advertising will get 


increased attention, and have 


lasting sales power (as catalog 


reference copy) throughout 
all of 1951. 


Here is the “best buy” of the 
year in our field . . . the place 


where a convincing sales story 


of your complete facilities will 
do you untold good. 


Here is where extra space for 


extra emphasis belongs! 


? 4 

oni 9 

@ 

in Circulation.. © Editorial Service’ | 

INDUSTRIAL MARKETING, September, 1950 


| 


Sales Power... 


| 
eee 


‘Lasti 


1951 Advertising to this Active 
Piping and Air Conditioning Market! 


JANUARY 1951 ISSUE... Annual Directory Number of HP&AC .. . year-long 


opportunity for your advertising to sell the KEY engineers and KEY contractors who purchase- 
control this vast industrial and large building field. 


DIRECTORY SECTION: Every product used in industrial and large building 


air conditioning, heating and piping will be listed — alphabetically arranged. 

We tell who makes these products. We give trade names. All advertisers as they 
appear in this Directory Section will be prominently identified, indicating that 
detailed information on their products is presented within the January issue else- 
where. Here is the most complete, best accepted, most widely used BUYING 
GUIDE in the entire industry . . . printed in a Special Section on colored stock. 


SHOW SECTION: January HP&AC will preview the 1 0th International Heat- 
ing, Ventilating and Air Conditioning Exposition, Philadelphia, January 22 to 26 
— “Greatest Show on Earth” in the air conditioning field — of interest to every 
engineer and contractor. We will cover it completely . .. for those who attend, 
a “Where to Go” and “What to See” Guide — for those who can’t go, the bigh- 


lights of the Show in print. Subscribers will get their January HP&AC well in 
advance of the Show’s opening date. 


STANDARD EDITORIAL CONTENT: january HP&AC also will be a “Reg- 


ular Issue” in every respect. It will carry a full quota of timely articles, and 

the Journal of the American Society of Heating and Ventilating Engineers — the 
same as every issue of this field-leading book. January HP&AC promises to 
contain more editorial value, more advertising than any issue we — or anyone 


else — have ever published in our field. For extra attention value, it will have 
heavy covers, and be specially mailed. 


Most advertisers use increased space with us in January — spreods, inserts, color. They catalog 


their entire lines. You, too, can profit most by doing a complete job. Make space reservation now! 


KEENEY PUBLISHING CO... . 6 N. MICHIGAN, CHICAGO 2 
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Y. IL see signs like this all over. It means brick 


and tile are at highest demand as well as mechanics 


to lay them. 


If your volume of business from this field has not 


increased considerably see us about it. Pick a 


field whose orders can mean more profits for you. 


Defense plans increase the activities of Refractories, 


Sewer Pipe and Brick and Tile plants. 


No other publication can bring your message to 


BRICK & CLAY RECORD 


5 South Wabash Ave. Chicago 3, 


(Continued from page 8) 
then got rather tough and said that he 
simply had to have a program and that 
it was up to me to provide one. 

Time was marching on—we now had 
less than five minutes and the man at 
the transmitter was tearing his hair. 
In desperation I glanced wildly at the 
audience, hoping to see someone who 
could talk. At one of the front tables 
sat Ben Chapple. 

In two seconds flat I was at his side 
explaining the situation and pleading 
with him to take over. Knowing what 
I was up against, he agreed. When we 
reached the platform we had just two 
minutes left until one o'clock. Ben 
stepped aside to get himself set while 
I briefed the announcer whose finger 
was already in the air as a signal to 
the man at the transmitter. At precisely 
one o'clock the finger fell and the an. 
nouncer was telling the world at large 
about the conference. Ben was at his 
side, smiling and ready. When he was 
introduced he took over the mike and 
for 25 minutes he poured forth a stream 
of oratory that was interrupted several 
times by bursts of applause 

Very few in the audience were aware 
of the drama that had taken place. Most 
believed that Ben was a part of the 
scheduled program until the emcee told 
them what had happened 

Only a genius could have done what 
Ben Chapple did that day and no greater 
wish for the success of Ben Jr. as cur- 
rent president of NIAA could be had 
than that he equal the record of his 
dad in his service to the world’s great- 
est advertising association —Frep I. 
Lackens, Ft. Lauderdale, Fla. 


Jaqua Buys Radio Program 
to Advertise Jaqua 


To Tue Eprror: In an editorial in the 
June issue of your excellent publication, 
you pointed out that advertising agencies 
seldom take the medicine they offer for 
sale (that there is little good agency 
promotion for advertising agencies). 
Something new has been added to this 
picture 

The Jaqua Co. has long been a firm 
believer in its own ware’s and has ad- 
vertised its agency service by means of 
beth publication and direct mail adver- 
tising. We also have our own house or- 
gan (The Jaqua Way Now we are 
geing to have our own radio program. 

Starting on Tuesday, Sept. 12th, we 
will become the local sponser for 
“America’s Town Meeting of the Air.” 
To the best of my knowledge this repre- 
sents one of the very few instances in 
which an advertising agency has taken 
to the air waves to sell its services. I feel 
quite certain that it is the first time that 


(Continued on page 153) 
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FOR ALL MANUFACTURERS 
SERVING OR ABLE TO SERVE 
THE IMPORTANT 
AND HIGHLY ACTIVE 
TEXTILE MARKET 


ITH government purchases again 

being superimposed on an already 
active textile industry, our mill friends 
find a check-up on facilities more than 
ever essential—-to increase machine ef- 
ficiency, to maintain quality, to turn out 
more goods with less man-hours—a 
position of exceptional opportunity for 
manufacturers of equipment and sup- 
plies. Three-shift work is on the in- 
crease, meaning need for 50% more 
consumable supplies. Billions of dollars 
are on the counter. 

And so, always an important issue, 
the November Mill Check-Up Number 
this year assumes greater importance 
than ever The feature section of this 
issue will contain a review of the new 
equipment made available to textile 
mills during the previous 12 months 
with special emphasis on performance 
data. Mills may thus check their own 
programs against the latest develop- 
ments at a time when positive buying 
action cannot be put off for another 
day They are all interested in new 
equipment —not just for the sake of new 
equipment but because most new equip- 
ment pays off! This issue will tell how 


¢ 


Your sales message in the November 
issue will catch readers in this buying- 
conscious frame of mind. Your products 
or services can fit into this modern pic- 
ture. The complete story of their appli- 
cations in the textile industry should 
clearly do a most effective sales job for 
you if spread upon the advertising pages 
of 

The November Mill Check-up Number of 
Textile World. 

The issue will also contain the de- 
tailed report of the big Southern Textile 
Exposition and the regular November 
economic survey of mill expenditures, 
accepted everywhere as the authorita- 
tive annual check-up on textile-industry 
progress. Also present will be the usual 
departments and other features which 
have made TW by far the best read 
textile-mill paper the year around. No- 
vember closing dates: for copy to be set, 
Oct. 5; for complete plates, Oct. 12. 


Mill 
Number 
ILEWORLD 
ae and why. | 


| 
| To sell the 21 Chemical & 
| 
A 
i 
INDUSTRIAL September, 1950 
hor 


Process Industries 


you need the BIG 
70,000 coverage of 
Chemical ¢> Engineering News! 


The only weekly newsmagazine serving the Chemical 
& Process Industries—70,000 subscribers—gives you twice the 
circulation of any other publication in the field. Only 
CXENews provides extensive news coverage. There is no 
substitute for the experienced reporting demanded by the 


fast, stepped-up pace of a weekly. 


Only C&ENews provides the blanket circulation that puts 
your sales messages before the 7-Group Buying and Specify- 
ing Team. To sell this team, CkENews carries (1) the largest 
volume of chemicals advertising, (2) equipment advertising 
of more than 100 companies in a 12-month period. 


Largest advertising gain (+7%) of any publication 
in the field—Janvary through July, 1950 


At the lowest cost per thousand, your advertising 
becomes a fast-action sales tool in 


CHEMICAL & ENGINEERING NEWS 


NEWSMAGAZINE OF THE CHEMICAL WORLD SINCE 1923 


Published by: THE AMERICAN CHEMICAL SOCIETY 
Advertising Management: REINHOLD PUBLISHING CORPORATION 
330 WEST 42nd STREET, NEW YORK 18, N.Y. 


CHICAGO @ PHILADELPHIA @ CLEVELAND @ DALLAS @ SAN FRANCISCO @ LOS ANGELES @ SEATTLE 
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The lughway to 
in the Chemical 


ANALYTICAL CHEMISTRY 


... the industrial laboratory 
workmagazine for control 
and instrumentation 


Analytical Chemistry is the only laboratory magazine edited 
exclusively for the chemists and engineers responsible for: 


Preliminary Analysis 
Product & Process Research ‘ 
Product & Process Control Analysis 

Plant Station Analysis 
Plant Control Analysis 
Origin of Instrumentation 
Adaptation of instruments 


ths 


Analytical Chemistry is a part of the work atmosphere of the 


men who work with, buy and specify involved, highly techni- 


cal instruments — which, in turn, simplify their working 


probl ms 


Your products advertised in Analytical Chemistry meet the .. 
Buying and Specifying Chemists and Engineers who deal with ° 
woblems that range trom laboratory analysis to important = 
Development Work in Atomic Processing. 
Sell them all through the balanced ABC circulation of Analy- ig 


ANALYTICAL CHEMISTRY 


WORKMAGAZINE OF THE INDUSTRIAL LABORATORIES 


@ Published by: THE AMERICAN CHEMICAL SOCIETY z 
Advertising Management: REINHOLD PUBLISHING CORP. 
330 WEST 42ND STREET, NEW YORK 18, N.Y. 


@ SAN FRANCISCO @ LOS ANGELES @ SEATTLE 


CHICAGO @ PHILADELPHIA © CLEVELAND © DALLAS 
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clearly marked 
Process Industries! 


INDUSTRIAL & ENGINEERING CHEMISTRY 


the workmagazine for chemists and engineers 
in operations and development 


The Chemists and Engineers who are responsible for developments, alterations, replacements 
and operations in the Chemical and Process Industries must have Industrial & Engineering 
Chemistry's up-to-the-month workmaterial—for reactions as well as for the equipment they 
wrap around processes or replace in operations. 


Each issue is a chapter in the continuous handbook of Chemical Engineering Developments 
and Plant Operation. 

The vital need for Industrial & Engineering Chemistry is exemplified in its high yearly 
subscription renewal rate—80.1% of 33,902. No two or three year subscriptions . .. no field 
subscription selling efforts . . . and each subscription is voluntary. 


Your advertising becomes your best sales tool when it reaches the best balance of circula- 
tion among the 7-Group Buying and Specifying Team: Ofhcials -« Works Executives - 
Engineers + Research Directors - Chemists + Consultants + Foremen and Supervisors. 


ENGINEERING CHEMISTRY 


WORKMAGAZINE OF THE CHEMICAL AND PROCESS INDUSTRIES 


Published by: THE AMERICAN CHEMICAL SOCIETY 
Advertising Management: REINHOLD PUBLISHING CORP. 
330 WEST 42ND STREET, NEW YORK 18, WN. Y. 


CHICACO PHILADELPHIA CLEVELAND DALLAS SAN FRANCISCO @ LOS ANGELES @ SEATTLE 
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you 
valves 


. OF pipe, pumps, motors, 
power equipment, or indus 
trial equipment... 


vou should be selling big 
volume to the 


MEAT 
PACKING 
FIELD 


Meat packing is big business 

one-third of the entire 
food field. Volume produe- 
tion, and buying, is concen- 
trated in only 4,416 plants in 
the United States and Canada. 


It's easy to reach these plants 
with vour selling message. 
(ine publication, in almost 
60 vears of service to the meat 
packing industry, has built in- 
tensive coverage, won reader- 


ship and acceptance through- 
out the meat packing field. . . 
THE 
NATIONAL 
PROVISIONER 
end ANNUAL MEAT PACKERS GUIDE 
FIRST IN THE FOOD FIELD 


Write for 12-pagr, file 
size folder that's packed 


with cata nm the meat 
pecking industry as a 
tremendous market for 


simeost any product 
There's NIAA-outlined 
information about The 
Provistoner 


The 
Notional 


end ANNUAL MEAT PACKERS GUIDE 
407 S$. Deerborn Chicago 


Trends 


A review, by business paper editors, of industry condi- 
tions that may influence industrial marketing procedure. 


Large Back Orders Piling Up 
for Steel Mills, Fabricators 


The Korean crisis has resulted in a 
tremendous amount of new business. 
Pressure for deliveries on existing or- 
ders shows up all the way along the 
line for products of the metal-working in- 
dustry 

Most conspicuous: the clamor for au- 
tomobiles, refrigerators, freezers, and 
similar consumer items which cannot be 


IF THE Korean crisis develops into 
World War III, important new iron 
ore discoveries in the Steep Rock area 
of Canada, estimated at up to | billion 
tons, will relieve the pressure on dwin- 
dling Mesabi and other reserves in the 
United States. Steep Rock Mines Ltd. 
already is producing over 1,000,000 
tons a year and the goal is at least 
10,000,000 tons. Photo by Dan Reebel, 
Steel. 


had within 60 to 90 days. Less con 
sprcuous the orders plac ed by business 
and industry for everything ranging 
from office machines to machine tools 
and heavy steel mill equipment, plus 
spare parts for existing equipment 

Searce buying piled on top of normal 
business finds steel mills, nonferrous 
metal producers and fabricators with or- 
der backlogs which cannot be worked 
off at capacity operations for many 
months to come 

However, there will be plenty of basic 
materials for a substantial civilian 
economy unless the United States gets 
inte a widespread shooting war. The 
steel industry new is producing at the 
rate of 100,563.500 tons annually 

Preparedness requirements are some- 
what different today than at the outset 
of World War UL For instance, the 
present large merchant fleet can be taken 
out of moth balls on short notice. In the 
last war, it Was necessary to convert a 
big part of the nation’s sheet and strip 
mills to production of plates for a large 
shipbuilding program and the lighter 


products thus were not available for au- 
tomobiles, refrigerators and the like. 

Se far in this emergency materials 
are being made available on a voluntary 
allocation basis to plants with war con- 
tracts. This system will continue to op- 
erate satisfactorily unless America and 
her allies are plunged into a showdown 
fight with communist states. 

In the meantime, the nation faces a 
period of creeping inflation and semi- 
shortages. Some steel producers already 
have found it necessary to increase prices 
despite efforts to hold the line and these 
will be extended sooner or later to 
finished products. lewin H. Sucn, edi- 
tor, Steel, Cleveland. 


Building in West Is Firm; 
Prices Increase Slightly 


Building industry men in the West 
have no crystal ball; they don't know 
what the future holds for home build- 
ing, either. However, for the most part, 
they seem to be going ahead strongly, 
playing their cards as they are dealt. 

The recent 5° boost in equity require- 
ments by the FHA and the VA will like. 
ly have small effect on home building 
volume in the West for some time. Per- 
haps there will be no effect at all. 
Analysis of the new requirements shows 
that where a GI paid $200 down on a 
house under the old set-up, he now has 
to pay $350. 

Even on the 100°; financing theoreti- 
cally available under the former regula- 
tions, Gl-buyers in most home building 
projects in the West had to put up ap- 
proximately $200 in fees of various sorts. 
Thousands of no-down-payment houses, 
started before July 19, will continue to 
come onto the market for the next six 


(Continued on page 30) 


DOUGLAS fir plywood, scored to cre- 

ate sweeping horizontal lines and con- 

ceal any apparent horizontal joints, was 

used for both exterior siding and in- 

terior wall paneling on this pleasing 

southland architect’s home. Photo by 
Western Building. 
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Sand 


Crushed 


And, the best way to sell your equipment 
is through the magazine that’s tops in the industry... 


‘? A new market may be open for you in this active 
and expanding industry. Ask to see market 


surveys dealing with your products. 
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BUSINESS...and he loves i#! 


There's a certain fellow in the ranks of industry who lives with trouble all day long. It's his job 
to prevent it when he can... to solve it when it pops. 


His world is black and white. His answers, many times a day, are either right or wrong. There’s no 
middleground in his engineering mind because you can’t bluff a machine... 
you don't argue with a power failure... you can't air-condition a plant with diplomacy. 


Surprisingly, this key man is not too well known by many an advertiser or his salesmen. 

You don't find operating engineers in the front office, often as not their names won't turn up on 
a mailing list. But along the road to a sale you'll find this maintenance man’s 

influence a mighty important weight. 


That's why the still-new magazine OPERATING ENGINEER offers industrial advertisers 
such a fresh opportunity for new sales. This group of practical engineers 
never had a magazine of their own before ...and no magazine ever had such warm welcome! 


Warm? The records indicate that no industrial magazine ever before gained so large a 
paid audience so fast. In little more than two years’ time 
OPERATING ENGINEER has grown to a circulation of over 25,000, ABC. 


Examine any issue and you'll see why. This is a magazine of practical mechanics, packed with 
“know-how” features of all the power services ... electrical, steam, diesel, heating, 

and the host of other specialties that make up the operating engineer's job. It’s a 

magazine filled with answers to equipment problems and presented with 

a picture-journalism unique in the industrial field. 


Result, over and over again these practical engineers say, “This is the only magazine I've found 
that writes the way I talk. Great job, keepit up.” From manufacturing plants, 

public buildings, from operating engineers in hospitals, laundries, and large hotels 

have come steady testimonials to unusual readership. 


WITH INDUSTRY'S TROUBLE-SHOOTERS, WHY YOU? 


@® 
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Flockhart Fayndry Company says: 


Here's the way 
Sweet's 
Catalog Service 
works for you: 


"Sweet's keeps 


our catalogs in 
‘the hands of 


catalog design 


( ustom catalog design by Sweet's 


starts with consultation with vou te 


determine what information im needed 


to bring about the buying action you 


desire speciheation, request tor sales 


call, direct order. Then follows 


organization of the information in a 


basic pattern for making your catalog 


easy to wee and to understand 


Neat comes sclection of the most effective 


form for the clearest statement of 


each fact—text, table, diagram, illustra 


tion, The result is a unit of buying 


reasonable cost.” 


catalog production 


Recause of the great number of 


j manufacturers catalogs handled each 

4 year, printing by Sweet's offers you the 

mire quantity production with 
wrifier of quality. You may order 


‘We have found that the easiest and quickest 


If you prefer, you may print way to line up good customers is to keep our - 

catalogs in the hands of Important prospects at 
to Sw ancl cliste 
all times. For this job, we rely on Sweet's Cat- 


alog Service, 


* The 55.000 catalogs that Sweet's produces 


catalog distribution 


and distributes for us stay where they are sent. 


When vour « atalog listributed by 

Swe it lelivered t rospect We have no other catalogs than these and 

f top-rank buving power in the practically all of our orders originate from this rea 

mark at rt ve t 
source. Moreover, our sales volume continues } 

spend ore than $200,000 wearly 

locate, qualify and select the firms to grow alt a very satistactory rate, 


sont the 


bulk of buying power in cach market 


served, Furthermore, your catalog 


remames in the office of each ree iprent 


imetantly aceessible at all times 


This is accomplished by distributing 


it in a bewnd, indexed collection 


hile! of manufacturers stale 


According to thousands of users of 


these files. this is the most effective 


method of getting « ttalogs used by 


prospective customers 


: 
prospects 
those for the complete servic 
_ 
4 
 BEVISTON OF F.W. DODGE CORPORATION 
22 INDUSTRIAL MARKETING, September, 1950 1 


=: == 


7 


“People who are looking for construction cast- 
ings can find our catalog in Sweet's File in 


a matter of minutes and see right away what 


we offer them. Resulting inquiries come, almost 


always, from prospects who are ready to buy. 


“One of the best features of Sweet's service 


is its reasonable cost. We recommend it highly 


to any firm whose products are bought in the 


industrial or construction fields.” 
Ropert Moore, President 
FLOCKHART FOUNDRY COMPANY 


SWEETS HANDLES MORE CATALOGS THAN ANY OTHER ORGANIZATION —IN 1950, OVER THIRTY-FIVE MILLION COPIES FOR 1,148 MANUFACTURERS. 


AY THE RIGHT TIME 


119 WEST 40th STREET, NEW YORK 18. N.Y. 
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5,000 spindles 
and still growing 
in the 


FASTEST GROWING 
MARKET IN THE 
WORLD 


Manulacturas Sumar, 5S. A. in Santiago 
de Chile, has 5,000 spindles (built in 
U.S. A.) running; is expanding plant for 
5.350 more. The cotton spinning industry 
tn Chile, as a whole, expanded 296% 
Pince 1946. It i+ the fastest growing market 
On the world for American-made textile 
Rnachinery of every kind. Dollar short 
ee’ Not for the textile industry. Of 
they can't buy everything they 
would like to but the government's dollar 
Allocations te the textile industry provide 
Funds for the purchase of equipment and 
supplies greatly in excess of Chilean ex 
penditure. m any pre war sear 


Te «a very large extent, Chilean manulac 
turers, like these in 17 other Latin 
American countries, buy the equipment 
end .upplies for which acceptance has 
been built through advertising in the only 
Spanish language textile periodical which 
vireulates throughout the Western world 


er, _ HERE IS THE 


/ 


ron EXTRAY, | 


TEXTILE MACHINERY, 


And here is the journal which 
helps te get them 


economically 


it “telks their language.” 
570 7th Ave., New York 18, 


By KEITH J. EVANS 


Is Industrial Advertising 
Always Necessary? 


| have followed your column for a long 
time and have received some valuable sug- 
gestions from it. However, | om not happy 
with the fact thet you usually assume thot 
industrial advertising is a necessary element. 
Should you always take this for granted? 

| believe we all know of very successful 
selling efforts in a number of fields in which 
advertising is very little used Soles Manager 


| am sure you realize that it would 
take a book or more to fully answer 
your challenge. However, some time 
ago | read an advertisement published 
by the Associated Business Publica- 
tions that | believe covers at least a 
part of your question in a nutshell: 

“There is a curious belief in some 
quarters that advertising lives in a 
glamorous and almost occult world of 
its own, quite insulated against the 
cold science of the produc tion line. 

“That. of course, is pure Hollywood. 

“Advertising today (in the business 
press, at least) is about as glamorous 
as a drop forge. and twice as efficient. 
It can become just as important to 
your profit-and-loss picture as plant 
maintenance, safety engineering, pro- 
duction techniques or cost-accounting. 
Mavbe even a little more so. 

‘Because the biggest plant capacity. 
and the best production know-how, 
can't create a single dollar of profit 
net until « mmething is sold. And sell 
ing. in our economy, ts a mass produc 
tien job 

‘Advertising simply provides the 
necessary machinery. It is the applic a- 
tion of assembly line methods to the 
manufacture of a sale. For sales don't 
just “happen. Like any other com- 
modity, they require a series of proces 
sing operations. Usually, it takes five: 

lL. Seeking out prospects. 

2. Arousing their interest. 

3. Creating a preference for your 
product. 

4. Making a specific proposal. 

5. Closing the order. 

“By mechanizing the first three of 
these operations, advertising enables 


Problems 


your salesmen to concentrate on the 
two jobs which they alone can do, and 
do best. And nowhere does the ma- 
chinery of advertising work more ef- 
ficiently than in the business press, 
where it reaches the greatest number 
of interested prospects, at the lowest 
possible cost. 

“Maybe—to the man who appre- 
ciates machinery—advertising is a 
pretty glamorous business, at that!” 


Is Lack of Coordination 
the "Weakest Link’? 

We were all set to tighten up our over- 
oll marketing functions when the Korean 
situation stepped in to toke the complete at- 
tention of our sales department. | want to 
keep working on the program we have started, 
and in this connection would like an outside 
thought as to what others may believe repre- 
sents the weakest segment of industrial market- 
ing machinery so thot we can improve and 
strengthen it for the next competitive period. 

Advert Monoae 

There probably is no one weakest 
link in the industrial marketing chain. 
What may be weak in one company 
may be strong in another. If you in- 
sisted upon pointing to one spot in the 
line, we would probably admit that 
quite frequently the weakest point is 
the spot between the advertising and 
sales departments. 

Some companies build up sales pro- 
motion departments to form a con- 
necting link. Others with aggressive 
sales and advertising departments 
make sure that both come up to their 
line and weave their work with the 
work of the other departments. 

There are still too many « ompanies 
in which the advertising department 
may be doing a fairly good job and 
the sales department mav be doing 
well in its field. But the ad depart- 
ment may stop too soon in its follow 
ing of inquiries and interest developed 
among its prospective customers, and 
the sales department may be neglect- 
ing the weaker inquiries or in follow- 
ing even the stronger sales leads to a 
complete conclusion. Of course, it is 
possible to waste a great deal of time 
and effort by going too far along these 
lines. 

(Continued on page 28) 
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How CEC measures up 
as your super-salesman 
to the Process Industries 


1. Chemical Engineering Catalog 
sells within 12,799 Dun & Brad- 
street-rated process industries 
plants. 16,500 copies of CEC reach 
just the right men you want to sell, 
with all the facts you want to tell. 


. Jam-packed with needed informa- 
tion, the 1950-51 edition of Chem- 
ical Engineering Catalog contains 
1654 pages of product facts and 
technical data supplied by 466 
leading manufacturers of process- 
ing, general engineering and man- 
ufacturing equipment. 


3. Now in the prime of life, CEC is 4. CEC sells and tells without talking — it 


the super-salesman who has served 
the process industries as its “an- 
swer man” for 35 years. Many 
manufacturers have had CEC on 
their sales staffs for as long as 34 
years, the average being 17 years 


is consulted in confidence by product- 
specifiers in 21 process industries. These 
men who turn to CEC are responsible for 
allocating upwards of 300 million dollars 
/ annually for new facilities, for plant 
maintenance, and for development and 


— real proof of performance. research. 


5. Day in, day out, for one full year, this 
supet-salesman stays on his job, close and 
accessible to product-specifiers who sel- 
dom, if ever, see outside salesmen. Plan 
now to put CEC on your company’s sales 
staff. Your Reinhold representative will 
give you a complete introduction to this 
super-salesman. 


CHEMICAL 
ENGINEERING 
CATALOG 


REINHOLD PUBLISHING CORPORATION, 330 West 42nd Street, New York 18, N. Y. 


CHICAGO «+ PHILADELPHIA « CLEVELAND « BUFFALO + DALLAS « SAN FRANCISCO « LOS ANGELES « SEATTLE 
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but...in Metalworking 


THIS IS A GOOD PLACE TO DO BUSINESS WITH 
THE McGRAW-HILL MAGAZINE OF METALWORKING PRODUCTION 


MEMBER OF THE AUDIT BUREAU OF CIRCULATIONS AND 
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If any magazine offered you so-called “blanket coverage” of all the buying 
influences in America’s biggest industry, its circulation would have to be far 
greater than that of any metalworking magazine published . . . American 
Machinist's 28,000 all-paid circulation included. This is a matter of simple 
arithmetic: 

There are over 9,000 metalworking plants with more than 50 workers each, 
and well over 4,000,000 total employees work in them. 


Fortunately, no metalworking magazine does attempt to offer you “blanket 
coverage” of this tremendous industry. But if you sell to Metalworking, it is 
important for you to remember this: 


Only American Machinist concentrates the full power of its circulation on the 
job of taking your advertising to Metalworking’s most important buying group: 
Propuction MANAGEMENT. 

And American Machinist has a larger all-paid circulation with which to do this 
job than almost any other metalworking magazine has total distribution. 


American Machinist thus comes closest to giving you what we feel sure you 
basically seek when you invest in the advertising pages of a metalworking 


magazine: 


A concentrated coverage and penetration of the one important group which 
makes this giant industry’s buying decisions in all purchases of production 
machinery, equipment and other products used in manufacturing operations. 


And because American Machinist also gears its editorial pages completely to 
the interests of metalworking production executives, the high quality of 
readership it attracts makes it possible for every advertising dollar you invest 
to work harder . .. sell more. Among all metalworking magazines, American 
Machinist's circulation is the most highly concentrated on management 


levels. 


When you buy metalworking media, be sure to ask yourself: 


Where can I buy the most coverage and penetration of the tremendous 
buying power represented by Metalworking production management, at the 
lowest cost? 

Over 600 advertisers who have asked this sales-wise question invest more 
advertising dollars in American Machinist than are invested in any other 
metalworking magazine. 


American 
AMERICA’S BIGGEST INDUSTRY M qj Cc hi inl ist 


McGRAW-HILL BUILDING, NEW YORK 18 


THE ASSOCIATED BUSINESS PUBLICATIONS 
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COTTON 
CONSUMED 
BY 
ALL OTHER 
MILLS 


TEXTILE BULLETIN serves the 
great Southern Spinning and 
Weaving Division of the textile 
industry. It ie the only publica- 
tion in the field that offers com- 
plete, concentrated coverage of 
this richest -of- all - textile -mar- 
kets, and allows advertisers to 
sell directly and specifically to 
manufacturers and processors of 
yarns and woven fabrics with 
out wasting a lot of circulation 


on lesser and irrevelent markets * 


TEXTILE BULLETIN reaches 
cotton, rayon and woolen mills 
having 79% of the active spin- 
dies and 69% of the active 
looms, and olfters this coverage 
at a cost far below that of any 
other publication 


Complete information wil! be 
sent on request 


CONSUMED 
BY 
SOUTHERN 
MILLS 


87% 


LEADS IN COVERAGE 


OF THE GREAT SOUTHERN SPINNING 
AND WEAVING INDUSTRY 


*You can reach the entire Textile 
Industry by advertising in Tegtile 
Bulletin and The Knitter (serving 
the Knitting Division). Combina- 
tion rates are available, and 1 plate 
suffices for both publications. 


For Mosery end Ko:tweer Meoulacturers 


For Up-to-the-Minute Market and Media Data 


use your 


MARKET DATA 


new 1950 edition of the 


INDUSTRIAL MARKETING 


(Continued from page 24) 


One cannot set up rigid rules regard- 
ing the advertising or sales time to be 
spent on every prospective customer. 
However, on an intelligent. selective 
basis more work should be done in 
this particular segment of industrial 
marketing, because, as one experi- 
enced practitioner has put it, we will 
never know how many sales we almost 
make but do not consumate because 
we stopped just short of the order. 


Service Advertising Needed 
When Product Is Over-sold 


We are again returning to an over-sold 
condition and are having difficulty finding 
material for our advertising. As you know, 
we were all set for a more competitive period 
when the war come along to change every- 
thing. 

For the past 10 or 12 years, we have been 
in this oversold condition and | am afraid it 
will affect our advertising adversely. How- 
ever, we may have our advertising cut down. 
Do you have any good ideas?—Advertising 
Manager 


It is unfortunate that you must 
change your plans again, but of course 
these are only little plans compared to 
the big plans that must be changed 
and the growing problems for our na- 
tion and for the world. 

We would urge you to begin to de- 
velop more advertising that will build 
your institution as a great, fine and 
dependable company to do business 
with. We would also suggest intensify- 
ing your service advertising. We be- 
lieve advertising that is both of service 
and of help to a customer or pros- 
pective customer is worth more than 
advertising that just tells how good 
you are (which may or may not be 
read before the page is turned or the 
piece is thrown in the wastebasket). 

So begin more intensively to de- 
velop helpful editorial advertisements, 
information and data booklets, operat- 
ing guides, etc.. material so useful to 
your customer that he will think of you 
first when anything comes up in your 
line. 


Offers Communications Booklet 

“International Communications— Mes- 
sage and Mail Rates and Regulations to 
Principal World Markets.” containing 
information in chart form on mail, tele- 
phone, radio and cable message rates and 
rules for more than 70 countries, is now 
available, for fifty cents, from Expert- 
ers’ Digest, 170 Broadway, New York. 
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Processing 


7 REFERENCE DATA SHEET 


ADVERTISING RATES AND Member CONTROLLED CIRCULATION AUDIT, INC. 
MECHANICAL INFORMATION 


CLASSIFICATION—-FEBRUARY 1950 
One Six Twelve Companies—engaged in Steel Processing ............... 1,146 aa 


Time Times Times Executives of Companies engaged in Steel Processing ....1,281 
Managers of companies engaged in Steel Processing ...... 
10.00 70.00 150.00 
: $200 $1 $ General and Department Superintendents ................ 
Two-third page. ............ 165.00 147.50 132.50 


Island half page............+ 120.00 115.00 105.00 Chemists and Metallurgists 
One-half page. ............- 110.00 =105.00 95.00 
One-third page..........--- 97.50 92.50 85.00 Draftsmen 
Miscellaneous Occupations engaged in Steel Processing .. 


Bleed pages 10% additional of base rate earned. 
» Color—Red $50.00 extra per page. 

Color—Red $80.00 extra per spread. 

All other colors $75.00 extra per page. 

All other colors $125.00 extra per spread. 

Metallic Inks, $100.00 extra per page. 

Metallic Inks, $150.00 extra per spread. 


Mailing date, fifteenth of month; forms close the 18th of the 
preceding month; copy and plates due fifteenth of preceding 


we c month. T,pe page size 7 in. x 10 in.; bleed page size 8% in. x 
Te 11% in; trim page size 8% in. x 11% in.; balf page 10 in. « 
| i] 3,4 in. or 4 }f in. x 7 in.; Island half page size 4% in. x 7% in. 
4 ! ? All advertisements less than one-half page to have complete 
border. 


The only independent engineering journal devoted to and 

} specializing in the technical, semi-technical, production and 

none engineering problems of those engaged in the arts of forging, 
eRe heat treating, stamping, forming, etc., in the automotive, and 

other steel processing industries. Individually subscribed to 

Ray 3 and read by men who designate requisition and buy the equip- 
i ment used in these fields: General Managers, Production 
Managers, Product Engineers, Metallurgists, Superintendents 
and Foremen of Shops and Departments devoted to all opera- 
tions for the processing of steel. 


Processing 


L PUBLICATIONS, INCORPORATED 


PITTSBURGH 30, PA. 


Steel Processing devoted to the problems of the Stee! Fabricator. 


Watkins Cyclopedia of the Steel Industry describes the processes 
relating to the manufacture and fabrication of steel. 


Blast Furnace and Steel Plant reaches the influential buyers of 
Steel Plant equip and supplies. 


Directory of Iron & Steel Plants, including personnel. 
Directory of Steel Processing Plants, including personnel. 


4 SMITHFIELD STREET 
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A PROVED 
RESULT 
GETTER! 


IF YOU SELL TO INDUSTRY 
ADVERTISE TO I. MIGHTY 80,000 


Whatever your product or service—if it has industrial application— 
you'll sell it faster, cheaper and in greater volume if you advertise 
it to industry's greatest mass audience! INDUSTRIAL MAINTENANCE 
covers leading Industrial Plants. Gives you deep penetration across 
all industry at lowest cost per thousand! Read by more than 
240,000 plant operating men — the men who decide — who buy! 


if you want results . . . BIG RESULTS 
.. utilize America’s BIGGEST 
INDUSTRIAL CIRCULATION! 


THE LIFE oF inpustry 


- 


MEMBER OF 


INDUSTRIAL waintenance © 


3623-27 Filbert St., Philadelphia 4, Penna. 


This Emblem Means 
IT’S EASY FOR YOU 


Marker Data 


to Get Media and Market Data Book NUMBER 


Whee you see it in the edvertisements of business publications—in their 
promotion copy folders, on bietters, in circulers—you ere being 
reminded thet the publication hes fied its complete reference data in The 
Market Deta Book Number. It meens you can find fects on the publication's 
editeria! services, circulation, influence, morket studies, and similer 
information, edjeceat te complete date on the market it serves. 


(Continued from page 18) 


months at least. 

Price advances of lumber are causing 
some changes in building products used. 
The price of ship-lap laid down on the 
job is often higher today than the price 
of equivalent insulation board or gypsum 
board sheathing; builders are beginning 
to use more and more of these manu- 
factured sheathing products and many 
of them may never go back to ship-lap 
for sheathing. Shortages and price fac- 
tors are now causing a number of similar 
market shifts. 

Home building, and other light con- 
struction work in the West since the 
Korean war began has not been on a 
“business as usual” basis. It is doubtful 
if there has been a time when builders 
were playing such a heads-up game ; the 
same is true of retail building materials 
suppliers. 

There is fear that shortages of build- 
ing materials will held up construction 
jobs, but building industry men in the 
West appear to be willing, for the most 
part, to take their chances on that. 

On the other hand, they do not want 
to be caught with an unstarted project on 
the day when Uncle Sam clamps down 
with building restrictions. They remem- 
ber how building restrictions were ap- 
plied last time; they want to have jobs 
started so that they will be able to go 
ahead legally and fight it out for ma- 
terials. A flurry of price advances on ex- 
isting houses has begun; it is hard to 
say what will come from it. 

If war continues on the present basis 
or in expanded form it appears likely 
that the West will experience another 
wave of easterners moving West. Western 
aircraft plants have received large or- 
ders, it is understood, and the housing 
shortage, approaching its end in many 
major western centers, may be about to 
return to plague us.—Dexter W. Joun 
SON, managing editor, Western Build 
ing, Portland, Ore 


‘Metal Working’ Names Haydock 


John Haydock, former vice-president 
and editor, Design 
Vews, Detroit, has 
been appointed 
editor and assist- 
ant publisher of 
Sutton Publishing 
Co.'s Metal W ork- 
ing, New York. 
Mr. Haydock 
has served as mar- 
ket analyst, Hyatt 
Roller Bearing Di- 
Haydock vision, General 
Motors Corp., De- 
troit, and executive editor of American 
Vachinist, published by McGraw-Hill, 
New York. 
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The ONLY Railway publication showing a gain for the 
first 6 months of 1950 over the same peried in 1949! 
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You can sell materials, parts 


and finishes faster in 


Methods 


Where more than 18,000 paid subscribers are , 
concentrating on M & M’s editorial content which 

deals exclusively with the materials problems 

of product design and manufacture. 


In the product manufacturing industries, the materials-specifying function is 
exercised within 5 Technical Title Groups: PRODUCT MANUFACTURING INDUSTRIES 


Technical Management Men Engineers Designers served by 


Metallurgists Plant Production Men 
Agricultural equipment 
Not all the men in the above five groups are engaged in materials engineering. — opipnes ond rolling stock 
The men who do perform the materials engineering function are of utmost im- Light mechinery. hi 
portance to you. These are the men who subscribe to and read Materials & Ele quip C 
Hordwaore cutlery and tools 
Methods . . . because it is their sole source of authoritative editorial content deal- Building di 


Process industries equipment 
Ordnance 


ing exclusively with the materials problems of product design and manufacture. 


Ships, boots, morine equipment 

Here, then, is why you can sell materials, parts and finishes faster and more eco- oy - 
nomically in the advertising pages of Materials & Methods. M & M brings you 
the largest concentrated materials-specifying audience in the world. M & M's 
editorial content, of interest on/y to materials engineering men, keeps waste 
circulation at an absolute minimum. 


Materials & Methods 


for matervals 


parts and hassbes The Magazine of Materials Engineering 
we. yt? 330 West 42nd Street, New York 18, N. Y. 
Philadelphia + Clevelamd + Chicago * Dallas 
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Advertising Gets Results as... 


QO ARY consumer advertising techniques have transformed a good in- 
dustrial advertising campaign into an unusual and eminently successful one. 

The techniques, including outdoor advertising, newspapers and radio spot an- 
nouncements, were aimed at the customer's customer—a commercial, seasonal 
market that shifted and grew erratically according to the whims of Mother Na- 
ture. The ways that the advertiser chased after that market, kept track of it from 
week to week and hit it hard with local advertising at the right time and in the 
right place were the secret of success. 

Success included building of a big sales volume for a new product in an un- 
familiar and highly competitive market in the first year of commercial production 
and nearly tripling sales in the second year. 

The advertiser was Hercules Powder Co., Wilmington, Del., whose product was 
a new chemical, chlorinated camphene, sold under the trade name, Toxaphene, 
and useful as a base for agricultural insecticides. 

The prospective customers were the agricultural insecticide manufacturers, 
who already were doing a substantial business making insecticides from materials 
supplied for many years by various chemical companies. 

The primary problem: Hercules was new in the field (although not in other 
segments of the chemical industry) and lacked specific marketing experi- 

(Continued on page 134) 


Inquiries ... Results 


NEWSPAPER, radio and outdoor advertising was used by ton growers. Flood of inquiries helped persuade 80 insecticide 
Hercules for its Toxaphene, an insecticide base. The campaign manufacturers to make Toxaphene insecticides. Hercules sent 
by-passed Hercules’ customers—the insecticide manufacturers inquiries to manufacturers on “tip sheet” for sales follow-up. 


—and built consumer demand for the end product among cot- Today more Toxaphene insecticide manufacturers are listed in 
1950 Blue Book than makers of any other organic insecticide. 
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NE of my jobs is to make certain 

that our corporation gets full 
value received for the annual expen- 
ditures on advertising. As a result, I 
am obliged to consider the advertis- 
ing budget from a strictly practical 
standpoint rather than in terms of 
academic principles. | believe that 
an advertising appropriation can and 
should be as carefully “engineered” as 
an appropriation for new production 
facilities and should be subject to the 
same critical analysis. 

There are a number of methods 
used in 
budgets—in fact, as many as twenty- 
four have been considered. The more 


determining advertising 


important types of budgeting systems 
can be summarized in the following 
three groupings: 


l. The Percentage or Per Unit 
Method. This group includes the 
majority of the budgeting systems 
which have been suggested to date. 

Under these, the advertising ap- 
propriation is determined on a fixed 
or varying percentage of profits, 
(past or expected) or on a unit 
cost per ton, per case, per custom- 
er, per prospect, or per appropri- 
ate product grouping. (How or by 
whom these percentage or per-unit 
figures are established and how 
they can be adequately checked 
varies from company to company.) 
‘limate” Veth- 
ods. In this category is the arbi- 


2. Business 


trary appropriation set by manage- 
ment in relation to current busi- 
ness conditions. 

Advertising budgets of this type 
are usually greater in a sellers’ 
market when funds are plentiful, 
and lower when selling is tough 
(just the reverse of what the proce- 
dure should be). 

Also included in this category are 
those budgets based on keeping up 
with what competition is doing (is 
competition always right?) . or 
based on what was done the pre- 
vious year (somewhat discouraging, 
for in reality a new look at the 
possibilities for advertising is 
needed every year). 

3. The Sales Objective or Task 
Method. When this method is used. 
a definite sales goal or objective is 
established for each product or 
product group, and the type and 
amount of advertising deemed nec- 


Five Guides for Setting a 


essary to accomplish this objective 
is determined. 

The sum of appropriations to be 
set aside for individual programs be- 
comes the advertising budget. In 
other words, it is a building up 
process, in contrast to other methods 
in which a lump sum or appropria- 
tion is determined first and then 
broken down into media activity 
programs. 

This latter process is some- 
what analogous to putting the cart 
before the horse. In the recent 
Budget Survey made by the Na- 
tional Industrial Advertisers Asso- 


ciation, Inc., only 30% of the mem- 
bers replying indicated that they 
employ the task method, whereas 
70° use other methods or combi- 
nations of methods. 

In spite of being among the 
minority, | am firmly convinced 
that the task method is so eminently 
suitable to industrial advertising 
that the balance of this article will 
be devoted to discussing the hows, 
whys, and wherefores of the task 
method to the exclusion of all 
others 

The first requisite of employing 


the task method is to establish a spe- 


vee | PRODUCT PAGE 


BUDGET PAGE NO _ 


| ADVERTISING BUDGET 


COMPANY FOR YEAR... 
| DATE. 
NRA MARKET DATA | , TOTALS 
(ln Co. Sales Territory) ped 


ng 


3 Co sales goal . tons 
4 Co sales gos! dollars 


S &.adv to rales goa! 


ADVERTISING PROGRAM TOTAL $ 
No Unite or Mode try Cost Total Totals 
WALL 
1.1 atalogurs 
1.2 Circulars 
House Organs 
1.4 Seals, Stickers, Labels 
| eprints & Preprints for Direct #u 
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Preprints 
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cific sales objective for each product 
to be promoted. This basic require- 
ment immediately places advertising 
where it belongs in the scheme of 
things—as part of an over-all sales 
plan, for it is only one of several 
sales tools which either directly or 
indirectly can be employed to assist 
the line sales organizaion. 

In too many companies, advertising 
has been considered as something 
apart from other regular activities— 
as something to be given “special” 
treatment. And this “special” treat- 
ment invariably operates to the detri- 
ment of advertising. Advertising will 


Budget by Task Method 


When funds are limited, Id your company promote all its products equally 
or concentrate on few? What are the flaws in an advertising contingency fund? 
How detailed do your advertising expenditure plans need to be? Some answers 
are offered in this chapter from “A Handbook of Industrial Advertising,” edited 
by Julian Boone and soon to be published by McGraw-Hill Publishing Co., New 
York. This is the first of five chapters, that will appear monthly in Industrial Market- 
ing before publication of the book. Each chapter is by a specialist in the phase 
of advertising covered. 


have achieved a long step forward in 
the industrial field when it comes to 
be considered by management not as 
some mysterious hocus-pocus, but as 


when and where sales can be secured 
more economically by its help than 
by any other means. 

In order to set up these product 


sales objectives, certain basic infor- 
(Continued on page 148) 


one of the important tools of selling. 
Advertising should be used only 


CONSUMING INDUSTRY DATA 


PRODUCT 


PRODUCT SALES CODE No 


DISTRIBUTE THE TOTAL ADVERTISING EXPENSE SHOWN ON FRONT SIDE OF THIS 


SHEET TO THE NSUMING INDUSTRY MARKETS LISTED BELOW IN WHICH YOU WILL 


ADVERTISE THE PRODUCT 


By BENNETT A. CHAPPLE JR. 
Assistant Vice-president 

United States Steel Corp. 
Pittsburgh 


CUTLERY 


5 CONSTRUCTION 
CONTAINER 
CONTRACTORS PRODUCTS 
CONVERTER 
DOMESTIC AND COMMERCIAL EQUIPMENT 
ELECTRICAL MACHINERY EQUIPMENT 

1 eXPORT 

12 JOBBERS. DEALERS. AND DISTRIBUTORS 
MACHINERY. EQUIPMENT. AND TOOLS 
MINING. QUARRYING. AND LUMBERING 
OlL AND GAS 
RAIL TRANSPORTATION 
SHIPBUILDING AND MARINE EQUIPMENT 


OTHER 


Figure 1: 
FORMS at left, front and back of an adver- 


tising budget sheet used by subsidiary com- 
panies of United States Steel, show how the 
task method analyzes, assembles data, then 
pin points exact market that is to be sold. 
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f 
4 
if 4 
J 
TOTALS s 0.0 * 
| 
INDUSTRIAL MARKETING, September, 1950 35 


a 


a= the many findings of the 
Advertising Research Founda- 
tion's latest study is documented evi- 
dence that business papers, including 
the ads, are well read. 

A detailed report has been com- 
pleted on the study, of which a pre- 
liminary report was given at the Los 
Angeles conference of the National In- 
dustrial Advertisers Association (1M, 
July). The study, made of the Febru- 
ary issue of American Builder, is the 
second in ARF's continuing series of 
business paper studies aimed at help- 
ing advertisers and agencies to use 
business papers more effectively. 

The study showed that American 
Builder's February issue, which had a 
circulation of more than 80.500, ac- 
tually was seen by 129,000 readers, of 
whom 73,000 were “qualified read- 
ers.” Pass-along readers, most of 
whom saw company-routed copies, ac- 
counted for the high total of readers, 


| in comparison with paid circulation. 


Readers were tested to delineate 
“qualified readers” who read the is- 
sue with reasonable care. They were 
classified like this: 

Six weeks after publication, the 
reader was shown a kit of 20 editorial 
items and asked to select those he re- 
membered seeing in the issue. He was 
warned that ten of the items were 
ersatz—-had not appeared in the issue. 
If the reader selected more bona fide 


How 129,000 Readers 


items than ersatz items, he was clas- 
sified as a qualified reader. 

Interviewers questioned 435 read- 
ers, of whom 302 were subscribers and 
the remainder pass-along, selected in 
a careful cross-section sampling 
throughout the country. The total “po- 
tential audience” of 129,000 readers 
was determined by multiplying the 
circulation total by the 1.6 readers per 
copy. The total of qualified readers 
was determined by multiplying circu- 
lation by the .9 qualified readers per 
copy. 

Vew Data to Stockpile 

Of those interviewed, 34° were 
company officials, 18° were manage- 
ment personnel and the remainder 
were sales-advertising-purchasing per- 
sonnel, craftsmen and others. 

The study added new data to a 
stockpile begun last year with comple- 
tion of a study of Automotive Indus- 
tries. The first study showed that Au- 
tomotive Industries, with a circulation 
of 10,900, had a potential audience 
(including pass-along | of 26,000 read- 
ers, of whom 19,000 were qualified 
readers. 

The latest study, like its predecessor, 
found that home subscribers are more 


10 Highest Scoring Editorial Items* 
Page Per 

Title No. Cent 
Technical Guide, How-To-Do-It, and Better 

Detail Plate (department) 153 60% 
Association News (department) 67 $1 
Economy House With An Alternate Plan 

(Blueprint House Of The Month department) 124 40 
Trends (department) 55 38 
Bow-Mar (feature) 82-83 27 
Motels—A Big Opportunity For Builders (feature) , 116-117 27 
Editorial (department) 77 24 
Sound Methods And Materials Speed Sales Of 

Low-Cost Homes (feature) 138-139 24 
Power Tools And Teamwork Speed Rough Framing 

(feature) 92-93 24 
Building Products On Review (feature) 80-81 23 
* Excluding pictures and picture cut-lines 


careful readers than those who receive 
copies at the plant or office. Of those 
who read their copies at home, 61% 
were qualified readers. Of those who 
read both at home and office, 62% 
were qualified. Of those who read at 
the office, 48° were qualified. 

Home readers were the largest 
group. Of potential readers, 39° were 
home subscribers, 30° were office 
subscribers and were pass-along. 

Pass-along readers were slightly less 
influential than subscribers in making 
purchasing decisions, Of subscribers, 
67° directly influenced purchase of 
supplies and equipment. Among pass- 
along readers, the total was 60°%. In 
both groups, an additional percentage 
made recommendations for purchas- 
ing. 

Some 787 of potential readers read 
every issue. 

The 20 highest scoring ads were 
listed in a study of the readership of 
137 of the 269 ads in the issue. A 
black-and-white spread by Anderson 
Corp., Bayport, Minn., for Andersen 
Windowalls, precision wood window 
units, achieved the highest score of 
76°. The ad was on pages 190-191 
and featured a picture-caption tech- 
nique with large photos. 


Average Ad Score 

The readership score was the per 
cent of qualified readers who re- 
membered reading or seeing any part 
of the ad—headlines, illustration or 
copy. The average score was 
Ads of many sizes were measured. 

\ two-color page by Skilsaw, Chi- 
cago, was second with a score of 68%. 
The ad was dominated by a large pho- 
tograph of the product in use on the 
job. 

Other leaders were a four-color page 
by Formica, Cincinnati, scoring 64% 
for third place; a two-color page by 
Armstrong Cork Co., Lancaster, Pa., 
scoring 60°. for fourth: and a special- 
color page by National Lock Co., 
Rockford. IIL. scoring 59% for fifth 
place. 

Data on the 20 leading ads are 
shown in the ac ompanving chart. 
The findings permit few direct com- 
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“SEN Sew keeps going where going 


BEST READ ad in American Build- 


er’s February issue was Anderson 
Corp.'s, with a score of 76%. Second 
was Skilsaw’s, with a 68%. 


parisons of the readership of adver- 
tising vs. editorial because of differ- 
ences in the way each was measured. 
However, the highest scoring page 
was an editorial page with a score of 
79°. The second highest was the left- 
hand page of the Anderson ad with a 
score of 76%. The right-hand page of 
the ad tied with two editorial pages 
for third place with 75%. 

One purpose of the study was to aid 
publishers in evaluating and improv- 
ing the editorial content. Findings re- 
vealed which features and departments 
were best read. 

Leading the ten highest editorial 
items was a department entitled, 
“Technical Guide, How-to-Do-It, and 
Better Detail Plate.” that earned a 
score of 60°%, exclusive of illustra- 
tions, which were measured separate- 
ly. The department, on page 153, was 
amply illustrated with drawings, dia- 
grams and photographs. 

Second highest scoring editorial 
item with 51° was another depart- 
ment, “Association News,” devoted to 
activities of the National Association 


(Continued on Page 66) 


3rd Cover 


20 Highest Scoring Ads 


Page 
No. 


190-191 


Product 


Andersen Windowalls 
Skil Saw 

Formica Surfaces 
Armstrong Temlok Tile 


National Lock Cabinet 
Hardware 


Nu-Wood Clip System 
Fremont Rubber Tile Floors 
Hager Hinges 

Weslock Cylindrical Locks 
Bruce Ranch Plank Floor 


National Homes Corp. 
“Thrift Home” 


DeWalt Power Saws & Tools 
Pittsburgh Glass 
“Overhead Door” 
18-19 G-E Heating Systems 
168-169 Glide-All Sliding Doors ...... 
277 Crane Marcia Lavatory 
273 Johns-Manville Ceiling Panels 


17 
46-47 


2nd Cover Honeywell Heat Regulators 


199 Stanley Hardware 


Advertisements printed 
of the following standard coiors 
blue, and light blue 
in black and a special color are shown as SC 
as 4¢ 


on run-of-publication color, ie., 
red, yellow, green, orange, blueprint 
are designated by the symbol ROP 


Sue 


Spread 
Full Page 


SIZES 


Spread 
Full Page 
Spread 


Full Page 


ROP 


black and one 


Ads printed 
Four color ads are shown 


No color designation is shown for black-and-white ads 
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Where's Your Westward Moving Market Now? 


With some bright, new statistics, fresh every 60 days, plus 


a good map and employment figures from the U. S. Bureau 
of Labor Statistics, you can pin down each market state by 


HEN you caliper the market for 
practically any prodict sold to in- 
dustry, vou are likely to find that its 
geographical center is considerably 
west of where you thought it was. For 
the nation’s center of industry is 
moving Pacific-ward at a rapid, steady 
gait. Every 20 years it is about another 
100) miles farther from the Atlantic. 

In 1800 the hub of the industrial 
wheel was New England. By 1830 it 
had moved to central Pennsylvania. 
By the turn of the century eastern In 
diana held the honor. Today it’s east 
ern Hlinois, about midway between the 
northern and southern boundaries. 

And no longer is the shift almost 
due west. The industrial growth of the 
South and Southwest is exerting a 
strong southerly pull. 

One vardstick for measuring geo- 
graphical movements industrial 
markets is manufacturing employ- 
ment. Where industrial expansion or 
shrinkage occurs, employment figures 
reflect it immediately Employment 
figures are issued monthly by the U.S. 
Bureau of Labor Statistics and are 
only about 60 days old when you get 
them. So statistically they are as fresh 
as this morning's newspaper. 

Let us see what geographical shifts 
in industry are revealed when we lay 
the 1950 employment figures down 
alongside the manufacturing emplov 
ment figures reported in the 1939 
Census of Manufactures. The two are 
not exactly comparable, but are suf 
ficiently alike to do for practical pur- 
Poses 

Table 1 shows that more than half 
the states, 27, beat the national average 
industrial gain of 35°. But signifi- 
cantly, none of these twenty-seven was 


state and region by region. 


By ARTHUR H. DIX, Vice-President of Research, Conover-Most Publications, New York 


a Middle Atlantic or New England 
state. All of the states in the East 
North Central, West North Central, 
and East South Central groups beat 
par. So did all in the West South Cen- 
tral group, with the exception of 
Louisiana. This does not mean that the 
older industrial areas are no longer 
growing but simply that the younger 
areas are expanding at a far higher 
rate. 

The marketing anatomy of many 
companies selling to industry is still 
clothed in a suit to fit a prewar shape. 
This is like putting a b4-stout on a 
figure that calls for a 40-long. The 
suit bags in the seat and leaves ankles 
and wrists bare. To ditch the simile, 
too much selling power may be on the 
East Coast and not enough in the Mid- 
west, Southwest, and Pacific Coast. 

Many industrial marketers have 
only the cloudiest conception of what 
proportion of their sales should come 
from each region, despite the fact that 
establishing fairly accurate quotas is 
relatively easy 

A handy gage for this purpose is 
the yearly analysis of employment fig- 
ures issued by the Social Security Ad- 
ministration. Business firms are re- 
quired to report their employment 
regularly. in making their unemploy- 
ment insurance payments. The vearly 
analysis shows the number of em- 
ployes in each industry divided into 
states and major counties. 

With these figures you have the 
bricks to build the foundation for 
practically any kind of industrial 
marketing structure. To make the data 
easy to apply, the Conover-Mast re- 
search department has converted them 
into percentages. 


Table 2 shows the different indus- 
tries which make up the industrial 
market for each state (or group of 
states}, while Table 3 tells what per- 
centage of a given industry is in any 
one state (or group of states). 

For example if you wish to find how 
much of the industrial market is in 
New England. how much is in the Mid- 
die Atlantic section, or how much is in 
the South, you refer to the first column 
(or last) of Table 2. This column 
shows that 10° is in New England, 
28°) in the Middle Atlantic section, 
and 11° in South Atlantic section. 

But those percentages are a little too 
tlementary for most purposes, as they 
are over-all figures. They include 
everybody who works for a manufac- 
turing business, whether the product 
he meat, mattresses, or machine tools. 
Say you sell heavily to the metalwork- 
ing industries and little to textile. Ob- 
viously, it means nothing to you that 
the South Atlantic region has 11% 
of the nation’s total manufacturing 
employment, if that region is heavy 
in textiles and light in metalworking. 
Which is exactly what Table 2 does 
show. The big South Atlantic industry 
is textile, 34 ©. Lumber is next with 
11°7, then food products, followed by 
chemicals. Metals and metal product 
industries are minor. 

The opposite situation prevails in 
the East North Central region. There 
only 1.27 out of every 100 manufac- 
turing employees work in textile 
plants, while 19 out of 100 make iron 
and steel products. 17 out of 100 build 
machinery, 14 out of 100 make auto- 
motive products, and so on. Table 2 
gives us an exact picture of each state’s 
industry. 

(Continued on page 124) 
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Table 1: Industrial Market Growth by States, Measured by Manufacturing Employment 


Thousands of Seurce: 
Menufecturing 199%: U.S. Census of Manefectures 
Employees 1950: Bureau of Labor Stetistice 


Meine $3 
New Hampshire 6s 
Versont 27 
Massachusetts se? 
Rhede Island 131 
Consecticut 300 


MIDDLE ATLANTIC 2,981 


New York 1.319 
New Jersey 
Pennsylvania 1,091 


EAST NORTH CENTRAL 2,933 


792 
Indiana 376 
Illinecis 807 
Michigan 
Fisconsin 274 


WEST NORTH CENTRAL 


Minnesota 
lowe 
Missouri 
Nerth Dakota 
Seuth Dekota 
Nebraska 
Kansas 


SOUTH ATLANTIC 


Delewere 
Maryland 
District of 
Colusbia 
Virginia 
Vest Virgiria 
Nerth Carolina 
Seuth Cereliac 
Georgia 
Fleride 


EAST SOUTH CENTRAL 


Kentucky 
Tennessee 
Alabaea 
Mississippi 


WEST SOUTH CENTRAL 


Arkansas 
Levisiane 
Oklahosa 
Texes 


MOUNTAIN 


Montana 
Idaho 
Vyosing 
Colerede 
New Mexico 
Arizona 
Uteh 
Nevada 


PACIFIC 
Veshinagton 


Oregon 
Celifernie 


‘nd 
| 
? 
Jas. Petge. of 
1939 1980 Gaia 
NEW ENGLAND 1.209 1,943 
100 7.33 
76 18.92 
33 22.22 ie 
47 10.22 
198 3.05 
17.33 
1,774 34.50 
£95 21.72 
1.349 23.65 
1,090 37.63 
$27 40.1% 
996 36.84 
397 44.09 
529 #19 $4. 82% 
112 189 69.99 
4s 87 93.99 
1,217 1,878 29.50% 
1 28 aa $3.57 
18 17 13.39 
188 217 29.17 | 
14a 201 39.58 
193 267 38.34 
367 607 65.40% 
39 63 = F 
177 342 93.22 
17 17 0.00 
80.00 
21 26 
126 150 19.05 
8s 108 27.06 
TOTAL 10.415 13.997 34.91% | 
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run by Felters Co., 
Boston, reduced the confusion frequent- 
ly caused by promoting more than one 


' product in one ad. The split ad actually 


was two ads—one of a column width 
(black and white) and the other two 
columns (two colors)—on the same 
page 

The name, “Unisorb” was put in both 
headlines. This tended to lead readers 
of one ad to the other. Thus each ad 
helped the other 

This page ad was above the average 
of all advertisers in the issue and was 
also above average for other Felters 

ads. 


COST Parvo 


Starch Tests 


Industrial 


Ad Readership 


ADS AND SCORES represent high- 
lights of industrial advertising reader- 
ship as reported by Daniel Starch & 
Staf//, New York. Ads are from the 
May issue of Factory Management & 
Vaintenance. Next month ads from the 
June issue of Machinery will be ana- 


lyzed. 


It's Unanimous! We All G 


GOULD-POWERED TRUCKS! 


COST RATIO 


sone 


RE Read Most 


—Seen-Associated 


Symbols and percentages show read- 
ership scores for each component part 
of ad. Scores jor entire ad are at top. 


BEFORE AND AFTER—Gould Stor- 
age Battery Corp., Trenton, N. J., ran 
an ad last November, then changed 
methods for a subsequent ad in May. 
Results: 
Noted Seen-Assoc. Read Most 

Nov. 12% 10% 7% 
May 20 15 ll 

Improved scores in May resulted from 
these factors: 

1. A switch in emphasis from battery 
and plate (of lower interest to Factory 
° readers) to industrial trucks (of higher 


interest). 


2. More legible type. Black on white 
and red on white in the May ad was 
superior to the black on red and white 
on red used in November. 

3. Picture-caption treatment as com- 
pared with November's solid copy. 

By thus reaching more readers, the 
advertiser in effect cut advertising 
costs. 
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Score? 


Whether You Fasten Metal... 


q " 


May Be Much Too High 


...Bostitch May Cut Your Costs, Teo 


BOSTITCH 


SLIGHTLY DIFFERENT copy and layout approaches were 

used in these two ads on facing pages (146 and 147) in Factory 

Management & Maintenance. But one ad attracted more notice 

and more thorough readers. Can you tell which ad it was? 

Which ad would you read first? For the answer to the first 
question, see page 130. 


What Readership Scores Mean: 


NOTED denotes the percentage of readers who, when interviewed, said they remembered 
hoving seen an od—whether or not they associated the od with the name of the product or 
advertiser. 


SEEN-ASSOCIATED denotes the per cent of readers who said they remembered seeing the ad 
and associated it with the name of the product or advertiser. 


READ MOST denotes the per cent of readers who read 50°/, or more of the copy. 


COST RATIO expresses the relationship between the cost per hundred readers (who “noted,” 
for example) for a specific ad and the corresponding median average cost for all the ods in 
the some issue. A “Noted” cost retio of 175, for example would mean that the od “stopped” 
75% more readers per dollar thon por for the issue, par being 100 and representing the 
median average cost. Thus o cost ratio above 100 is chove average; below 100 is below 
overage. 
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DIRECT DRIVE 
POWER TAKE-OFF ? 


How Oliver Sells Farm Equipment 


Profitable farming is mechanized farming—one of the na- 


tion's biggest businesses. How the farm equipment gets to 
market, with the help of 17,890 dealers who sold $2.3 billion 


worth in 1948, is outlined in this latest article in a series on 


ye FARMER is no longer a hay- 

: seed. Gone are the days of the 
vaudeville character. In his place has 
emerged an intelligent and shrewd 
business man who demands and at- 
tains a high standard of living. 

He lives in a modern home with 
electricity, radios and deep freezing 
units. He drives a good car, and 
dresses well. His place of business is 
no longer a farm in the old meaning 
of the word, but is now a factory 
a food factory, equipped with modern 
time and labor saving equipment. 

Mainly responsible for the farmer's 
new lease on life is a streamlined dis 
tribution system which brings a mul 
titude of farm equipment and supplies 
right to his doorstep. Within the last 
15 vears, a new kind of retailer has 
appeared on the American seene—the 
farm equipment dealer. His modern 
store is “headquarters” for farm sup 
plies, and time and labor saving equip- 
ment so necessary for the operation of 
an up-to-date farm. 

His line includes not only tractors, 


industrial distribution. 


plows, corn pickers and combines, 
needed for planting, tilling and har- 
vesting, but also varied equipment 
such as water systems, light plants, 
separators, welding equipment, air 
compressors, irrigation equipment— 
not to mention hundreds of supply 
items grease, chemicals, binder 
twine, belting, fence wire, paint, to 
name just a few. In short the farm 
equipment dealer makes available at 
one point the products of many manu- 
facturers and suppliers. 

Like car dealers, the farm equip- 
ment dealer usually builds his business 
around the line of one major manu- 
facturer—perhaps Oliver, Allis Chal- 
mers, International Harvester or John 
Deere. 

His annual sales will approach 
$200,000. He will probably employ 
three salesmen and three mechanics, 
and will operate two delivery and serv- 
ice trucks. More than $35,000 of his 
volume will come from service shop 
operations, 

There are two sources of supply for 


the dealer—the farm supply whole- 
saler, and the branch house main- 
tained by the manufacturers of the 
main line equipment such as tractors 
and combines. 

One of the nation’s oldest and best 
known manufacturers in this field is 
Oliver Corp. Oliver produces tractors 
and tillage, planting and harvesting 
equipment, and operates seven fac- 
tories spread within a 300 mile radius 
of Chicago. Distribution is chiefly 
through company owned branch 
houses. 

Each branch house area is divided 
into a series of “blocks”—each block 
covering perhaps 25 or 30 dealers in 
five or six counties. Key man in each 
block is the “block man,” a combina- 
tion salesman, service engineer, busi- 
ness consultant—in short a walking 
library of information on farm equip- 
ment and the farm equipment busi- 
ness. He probably is a former farm 
boy with a college degree in agricul- 
ture. Pressure selling is non-existent 
and his relationship with dealers is 
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OLIVER is a great believer in out- 

door advertising—and uses more of it 

than any other manufacturer of farm 

equipment. Signs are spotted in the 

local dealer's sales area, and carry his 
signature. 


more on a “let’s work together” basis 
than on a buyer-salesman basis. 

The dealer looks to the block man 
for help on unusual service, or sales 
problems. It's not uncommon for a 
block man to slip into a pair of cover- 
alls, and help a mechanic on a tough 
service job—or he may help a dealer 
sell a farm family that has a little more 
than the normal amount of sales re- 
sistance. 


Purchase of farm equipment is sel- 
dom a one-man decision. Usually the 
entire family enters the picture, and 
the proposed purchase is made only 
after a series of visits to the dealer's 
display rooms—and a number of sup- 
per-table discussions. 

Dealers also may ask for advice in 
the general conduct of their businesses, 
and the block man must be prepared 
to discuss bookkeeping systems, adver- 
tising programs, community relations, 
ete. 

Oliver insists that the dealer's main 
function is not just to sell farm equip- 
ment, but to sell the proper farm 
equipment to do the job in question. 
An important part of the block man’s 
job is to get this thinking across to 
the dealer organization, and to ac- 
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tually make specific recommendations 
as to correct applications. 

It is absolutely necessary that the 
dealer operate an efficient service de- 
partment. This became apparent dur- 
ing World War II when the farmer 
could not buy new machinery and was 
obliged to keep his old units in good 
operating condition. A local farm 
store where he could buy repair parts 
was a must, for it was slow and im- 
practical to order parts from the manu- 
facturer. 

In the past the farmer could do 
much of his own maintenance work, 
but today with equipment becoming 
more complicated, a better and more 


“maintenance conscious” than he was 
in the 1920's or the early 30's. Farm 
publications, schools and county 
agents have also helped sell the idea 
of proper maintenance. 

Most manufacturers publish main- 
tenance instruction manuals, and both 
the dealer and the block man en- 
courage the farmer to see that his 
equipment is kept in ship-shape con- 
dition. Today it is seldom that a trac- 
tor or plow stands in the field collect- 
ing rust from one season to the next. 

Oliver's distribution set-up consists 
of 40 branch houses serving more than 
2.500 dealers from coast to coast. Each 
branch house maintains, in con- 


OLD NO. 1, the grandpappy of 3,000,000 gasoline tractors in use today, was built 

in the winter of 1901-1902 at Charles City, Ia., by the Hart-Parr Co. Sold to an 

Iowa farmer, it was in use for 17 years. First business paper advertising for the 
model appeared in a 1902 issue of the American Thresherman. 


skilled type of maintenance is re- 
quired—and the dealer must be pre- 
pared to supply it. 

And he must be able to supply it 
quickly, for service jobs on farm 
equipment are always acute. When a 
tractor or a combine breaks down dur- 
ing the planting or harvesting season, 
it must be repaired now—not the day 
after tomorrow. 

It is not unusual for a farmer to 
use more than $20,000 worth of equip- 
ment in working a 180-acre farm, and 
this is one reason why he is much more 


junction with its warehouse and office 
facilities, a special display room and a 
meeting auditorium where block men 
can bring dealers for educational 
meetings. This makes it possible to 
keep dealer personnel well indoctri- 
nated on new developments in the 
Oliver line, and also offers an oppor- 
tunity for dealers to profit from the 
interchange of individual sales experi- 

ences and problems. 
The company gives dealers strong 
advertising and promotion support. A 
(Continued on page 126) 
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Give sketches and color a chance 
to pep up your talks 


LARGE PAD, CARDBOARD 
ETC. ON EASEL 


HARD PENCK TO 
DRAW IN SKETCH 
BEFOREHAND 


ERASER TO CORRECT 
YOUR MISTAKES 


SOFT BLACK CRAYON 
TO GO OVER THE 
“INVISIBLE” PENCIL 
LINES WHEN THE 
TALK (S GIVEN 


MAKE YOUR PRELIMINARY 
DRAWING (AND YOUR MISTAKES) 
WITH HARD PENCIL BEFOREHAND 


M ANPOWER 


THEN MAKE YOUR FIRST SKETCH 
“VISIBLE WITH THE CRAYON 
AT THE APPROPRIATE TIME ‘ 


HEN you find it necessary to 
/ present a talk, or to participate 
in conference on discussion groups, 
the impression you make depends on 
how lucidly and coherently you can 
transmit your ideas to others. 

It's easy to make your efforts suc- 
tessful by the proper use of visual 
gids—but visual aids are a two-edged 
sword with the sharpest edge turned 
toward the user. Many a brilliant talk 
has been neutralized by bungling the 
use of these valuable adjuncts. 

Most of us at least have a nodding 
acquaintance with the usual forms of 
visual aids—charts, slides, slide-films, 
movies, etc. There are, however, two 
facets in this fase inating subject of the 
visual approach which are commonly 
overlooked These two elements, if 
properly used, will make your talk a 
thing of crisp perfection. They require 
no cumbersome apparatus, a minimum 
of “set-up” labor, and are within 
the reach of the smallest sales budget. 
They are: 

1. The Chalk Talk 

2. The Proper Use of Color 

The sketch talk is one of the sharp- 
est arrows in the speaker's quiver. 
Imagine a speaker describing an ob 


ject, a business curve, a chart, or a 
diagram. True, he can transmit his 
thoughts verbally to his audience, but 
the interpretation will vary with the 
individual listener. Then swiftly and 
dramatically he draws a picture of 
what he has described. With almost a 
touch of magic, he traces his message 
on the listeners’ minds. Everyone in 
the audience sees the same thing. 
The speaker has completed his descrip- 
tion and scored his point! 

One need not be a talented artist to 
make a sketch-talk. Even though the 
sketch appears to be spontaneous, it 
isn't! The sketch is prepared in hard 
pencil beforehand. All adjustment of 
perspective, simplification of line, cor- 
rection and erasure is made well in 
advance of the presentation. Because 
of the use of the hard pencil, the audi- 
ence sees an apparently blank sheet of 
paper: the speaker sees his drawing 
laid out before him. All that he does is 
swiftly trace over with crayon the 
carefully prepared outline. Certainly a 
new idea—but perhaps so obvious 
that few of us think of it. 

Color tells and color sells. Choose 
color for your visual aid with an eve 
to legibility and the mood it creates. 


By T. R. LOZIER, Advertising and Sales Promotion Divisions 
Apporatus Deportment, General Electric Co., Schenectady, N. Y. 


Black and white, while legible, ranks 
only sixth in the scale of color-scheme 
legibility and is cold and sterile. Make 
your visual aid more effective by us- 


(Continued on page 144) 


WAKE HiM UP 
WITH RAW REDS. 
BWES ORANGE 


COOL Down 
Wit SOOTHING 
BLUES, GREENS GRA 


(2) CHEER Him UP 

SUNNY YELLOWS 
AND ORANGE 
ENCOURAGE HIM 

WITH BEAMING 

REO AND RICH BLUE 
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Ship design, shipbuilding, repair and ship operation call 
for a high degree of technical skill and knowledge. 

Only technically trained, engineering-minded men are qual- 
ified to make decisions in these fields. 


Marine Engineering for Technical Information 

Look to your right—this is the organization of the marine industry, and 
provides a pattern for sales plans and advertising activity. These men, 
who buy or influence buying, are, for the most part, engineering-minded 
Marine Engineering and Shipping Review is edited to supply their techni- 
cal needs, covering every branch of marine activity. 

Descriptions of new vessels and new techniques published in Marine 
Engineering are regarded as authoritative reference. Designers and 
builders often use its descriptions as working guides. Files of back num- 
bers are used by marine officials as a major source of reference data in 
planning and carrying through new projects. 


First in Paid Audited Circulation 

More marine men pay the subscription price to receive Marine Engineer- 
ing each month than any ofher marine business paper. Indicative of its 
value to these subscribers is the fact that it has the highest renewal rate 
in its field. 


Marine Officials Want Information on Your Products 

Marine men look to Marine Engineering for the latest data on products 
that can help them do their jobs. That's why your advertising gets a 
receptive reading in Marine Engineering. In fact, Marine Engineering 
carried 89°, more advertising pages during the first half of 1950 than any 
other publication in its field. 


MARINE MARKET SERVICE TO ADVERTISERS 
© Weekly Bulletin published Saturdays. Advance news on ship construction, 
reconditioning and repair ; contracts placed and pending ; personnel changes 
News while it is news. 
© Marine Directory published yearly. provides list of ship owners, operators, 
builders, repair companies. Includes names, addresses of key officials. Pocket- 
size, 900 pages—a check list of your prime prospects. 
© Marine Outlook Letter, advance news of developments of sales significance 
to suppliers. 


MARINE ENGINEF RINT 


MARINE ENGINEERING 
AND SHIPPING REVIEW 


30 CHURCH STREET, NEW YORK 7, NEW YORK 


79 W. Monroe Street Terminal Tower 
Chicago 3, Cleveland 13, Ohic 
Dalles ° les Angeles Seattle 


A SIMMONS-BOARDMAN PUBLICATION 
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he Marine Industry 
and how to sell it- 


the men who 
specify and buy 
in the 
marine industry 
shipbuilding and 
ship repair companies 


Executives. 

(Pres., V. Pres., 

Sec., Treas., Gen. Mers.. etc.) 
Usually act on general policies only, 
and in such cases where large 
expenditures are concerned. as 
purchases of steel, new facilities and 
additions to plant. 

CONSTRUCTION 

Marine Super intendents 

(Port Engineers and Port Captains.) 
Operating Company's representatives 
on new construction and 

extensive repairs, and the final 
authority on the engincering 
products to be specified 

PLANT 

Naval Architects. 

Marine Engineers 

Design and supervise 

construction of new vessels, 

also all large conversion or 
reconditioning. Specify materials, 
fittings and furnishings and 
equipment with approval of Marine 
Superntendent of Operating Co. 


Works Managers or Superintendents. 
Specify all equipment and 
materials for the plant and for 

the use in operating the plant 
ship operating companies 
xecutives 

(Pres., V. Pres., 

Sec., Treas., Gen. Mers., etc.) 
Usually act on general policies only. 
and in such cases where large 
expenditures are concerned, as the 
placing of contracts for new vessels 
and for large reconditioning projects 


Marine Superintendents 

(Port Engineers and Port Captains.) 
The most important factors in 

the specification and purchasing of 
all engineering products for new 
construction, also for maimtenance 
of vessels in service 


CONSTRUCTION 

Naval Architects 

Marine Engineers 

(Consulting or of Steamship 

Co.) Design new vessels and 
floating equipment, also all large 
conversion or reconditioning work 
Specify materials, fittings 
furnishings and equipment, with 
approval of Marine Superintendent 
MAINTENANCE 

Engine Room Chiefs and 

Licensed Assistants. 

(Aboard Ship.) 

Influence purchases of 

engineering products for maintenance 
of vessels in service. 


4nd for your catalog message. use 
Marine Catalog and Buyers’ Directory 
—the marine industry's standard 
buying guide. 
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... HEATING AND VENTILATING to reach the 
Engineers who design and specify equipment 
for systems in large buildings of all kinds. 


POPULAR WITH ENGINEERS 
because it brings them exactly the 
help they need in th 
everyday work!) 


HEATING AND VENTILATING (published since 1904) is read 
by the engineers who design and specify the wide variety of equip- 
ment that goes into systems for heating, ventilating, air condition- 
ing. piping. plumbing, refrigeration, process steam, dust collection, 


and related services. 


It offers you the shortest cut to the different categories of engineers 
who heavily influence the selection of equipment at the designing 
and installing stage. 

High readership for advertising is assured by high interest 
in the brass-tacks editorial content .... for HEATING AND 
VENTILATING gives readers boiled-down research results (most 
of them are too busy to wade through the scientifie and mathe- 
matical details), articles on the best current practice, handy tables 
and charts, time-saving short cuts. famous “H & V Data Sheets,” 
useful reference sections. 
SEND FOR sample copy of magazine and 24-page handbook “How 
Equipment Is Bought.” which describes in detail the market, the 


men, how they specify. 


HEATING AND VENTILATING, 148 Lafayette st., New York 13 


BOTH THESE MAGAZINES are published by The Industrial Press, 55-year-old 


QUICK FACTS 


Technical magazine read by en- 
gineers who handle design and 
installation of «ystems in all 
types of buildings, including: 
Consulting engineers; engineers 
with architects; large engineer- 
ing-type contractors; engineers 
with utilities, with large indus- 
trial, commercial, and institutional 
plants including hotel, store, and 
theater chains; local and federal 
government engineers; manufac- 
turers of equipment; 
and dealers; sales engineers and 
manufacturers’ agents. 


Frequency: Monthly. 

Trim size: 8'4” x 1154". Type 
page, 7” x 10”. 

Advertising units: Page. half page, 
quarter page, eighth page. 

Rates: Send for rate card, or 
consult S.RLDS. 
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... HEATING & PLUMBING EQUIPMENT NEWS to 
reach Contractors and Wholesalers who sell 


and/or install heating and plumbing equipment. 


49,000 INQUIRIES 
produced in six months — amaz ok 
proof of the high reader. attention : 
your advertising gets! 


The first six issues of this “new equipment” monthly drew the 
phenomenal total of 49,440 requests for further information 
about specific products! HEATING & PLUMBING EQUIPMENT 
NEWS, with controlled circulation of 35,000, is the only publica- 
tion that covers all these buyer-types: Radiator and warm-air heat- 
ing contractors, oil- and gas-burner dealers, plumbing contractors. 
and wholesalers and distributors who supply all the foregoing. 


Only publication in the field that breaks down its circulation by 
the types of equipment which readers handle, rather than merely 
by “contractor” or “craft” designations (breakdown available 
on request). 


Check these definite advantages: Covers more of your prospects 
than any other publication, regardless of what type of heating. 
plumbing, ventilating or air conditioning equipment you sell. 
Does it at lower cost per thousand. Gets far higher reader interest 
in your product — some manufacturers report getting more in- 
quiries than from all other papers combined. 


SEND FOR sample copy, analysis of circulation, ete. 


HEATING & PLUMBING EQUIPMENT NEWS, 148 Latayette St., New York 13 


firm which also publishes many books in the heating and related fields. 


QUICK FACTS 


“New equipment” magazine read 
by contractors and wholesalers 
concerned with the sale of all 
types of heating, plumbing and 
related equipment, such as warm 
air furnaces, boilers, pipe and 
fittings, valves, radiators, convec- 
tors, baseboard heating, oil 
burners, gas burners, conversion 
burners, domestic hot water 
equipment, hand and power pipe 
tools, plumbing fixtures, plumbing 
nae, welding equipment, 
motors, sheet metal, and many 
others. 

Frequency: Monthly. 

Trim «size: 1114" x 164" (tabloid 
format). 

Advertising units: Standard unit 
is the ninth-page (354” x 4%”), 
which may be used singly or in 
combinations of two or four. 
Rates: Send for rate card, or 
consult S.R.D.S. 
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Perils of Steel Hoarding 


Told in Ryerson Ad Series 


TEEL SHORTAGES and the pos- 
sible return of allocations plans in 
the near future have prompted Joseph 
T. Ryerson & Son, Chicago, to run 
business paper advertisements urging 
steel buyers not to hoard and em- 
phasizing the economic function of the 
steel warehouse in times of stress. 
Ryerson, the largest steel ware- 
housing company in the country, is a 
subsidiary of the Inland Steel Co. Its 
policy advertising has attracted wide 
attention, both because of increasing 
pressure on available stocks from 
hungry steel buyers, and the probabil- 
ity that some form of government con- 
trol of steel distribution may be put 
into effect. 


In Times of Stress— 


- 


HOARDING 
STEEL... 


is hardest on the hoarder! 


eee 


RYERSON STEEL © 


Hardest hitting advertisement in the 
series to date gets to the point quickly 
with a forceful headline, “HOARD. 
ING STEEL . 


Supporting copy wastes no 


is hardest on the 
hoarder!” 
time with generalities, and says what 
it has to say without excess verbiage. 

“Buying steel for which you have no 
immediate need helps set up a vicious 
chain reaction.” the advertisement 
counsels. “The next fellow follows 
your example—and the next. Supplies 
are soon depleted. In a week or two 
you may be searching in vain for a 
certain steel——which is lying idle in a 
neighboring plant! 

“The primary purpose of the steel 
warehouse is to supply the day-to-day 


needs of industry—not to help build 
up a host of private stock files . . . But 
if everybody starts buying beyond 
their immediate needs the system 
breaks down—and everybody suffers. 

“The vital function of the steel ware- 
house was recognized in World War 
Il. Provision was made for continuous 
replenishment of warehouse stocks . . . 

“Heyce we urge steel users to exer- 
cise judgement in placing orders. Or- 
der from warehouse for your current 
needs only .. . our usefulness will be 
crippled if steel buyers themselves let 
the situation get out of hand. . .” 

Another advertisement in the series 
discusses the necessity for warehouse 
steel service in time of war. Copy re- 
minds the reader that the steel dis- 
tributor serves as a collective source 
making steel quickly available—thus 
reducing the need for large individual 
inventories. 

“Naturally only a portion of our 
country’s production requirements can 
be served from warehouse stocks, but 
very often top production can be main- 
tained only through quick shipments 
of steel that is missing,” the copy ex- 
plains. “The essentiality of these ware- 
house services has been proven again 
and again—in every national emer- 
geney. 

“ the Korean situation has natur- 
ally increased the demand for steel. 
Requirements, growing directly and 
indirectly out of the new conflict, are 
adding to the tremendous demand 
that has existed . . . since the beginning 
of World War 

Additional copy pledges the com- 
pany to make every effort to serve 
steel users promptly, although some 
shortages will be inevitable. Keith J. 
Evens. Ryerson advertising and sales 
promotion manager, said that the com- 
pany frequently turns to “editorial” 
type advertisements in times of nation- 
al emergency when it is necessary to 
present a special message. This kind of 
advertising has proved to be quite ef- 
fective during strike periods or when 
steel shortages exist. he said. 

In addition to appearing in a num- 
ber of sectional public ations, the series 
is scheduled for insertion in a long list 
of business publications including 
{merican Artisan, Automotive Indus- 
tries, American Metal Market, Busi- 
ness Week, Factory, lron Age. Mill & 
Factory, Modern Industry, Railway 
Purchases & Stores, Sheet Metal 
Worker and Steel. 
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“. .. how long should a man’s legs be? . . . how high aes 
is up? How do you untangle twisters like 
these? In covering metalworking, certainly, the A 
answer depends as much on a man’s point-of-view ( 
as it does on his product. As the oldest publication 
in this field, and one you have made the largest, 


“Which is the first horse on the 


we owe you protection of your advertising investment “4% 
at all times. Right now, this is what we are 


doing about it . . .” 


Now,9 Jo vaying power coverage 
METALWORKING... 


On July 6, The Iron Ace added 2400 


selectively distributed copies to its cir- 


‘culation, increasing its coverage of 


limportant metalworking buying power 
ite 


This coverage is provable. 


‘As any marketer knows, plants with 21 
or more plant workers account for all 
but a very small percentage of total 
metalworking production. Not long 
ago The Iron AcE completed its own 
census of these plants. Today you will 
find every single one of them identified 
on IBM cards at our New York office. 
Match our distribution against their 
buying power, and you have a bona- 
fide coverage figure of 97°%. 


WANT EVEN LARGER PLANTS? 
Suppose your specification of coverage 
calls for even larger plants. All right 

check our census again, and you'll 
find The Iron AGE covers every plant 
in the industry with 50 plant workers 
or more 


OR DO YOU WANT ALL 
THE PLANTS YOU CAN GET? 
Maybe your coverage specification 
moves the other way. You want ail 
the metalworking plants you can get, 
regardless of size. On this basis —of 
all metalworking plants—The Iron 


AGE gives you a 93.5% provable buy- 
ing power coverage. 


But wait a minute. Perhaps your point- 
of-view, regardless of your product, is 
more partial to purely paid circulation. 
Fair enough. What are you getting 
for your money in The Iron Ace on 
this basis? 


HOW ABOUT ABC? 


The Iron Ace has been a continuous 
member of the Audit Bureau of Circu- 
lations since its founding in 1914. 


ABC needs no defense. It provides a 
standard yardstick of circulation meas- 
urement. For the past 35 years all 
buyers of advertising have recognized 
its authoritative, complete verification 
of circulation. Its audits won't make 
a poor publication into a good one 

. but they throw a revealing spot- 
light on circulation practices. No sur- 
vey can replace ABC's penetrating 
audit of paid subscribers . . . certify- 
ing who, where, how many and, more 
importantly . . . what percentage think 
well enough of The IRon AGE to pay 
their money again and again, 


Thanks to ABC, we can boast of an 
audited renewal rate of 79.93% or 
better over the years—one of the high- 
est in all publishing. At $8 a year, 
The Iron Ace gets 50°% more sub- 


Publisher, The IRON AGE 


scription renewals than any other mag- 
azine in the metalworking field. 


Paid circulation has climbed—15,310 
in December, 1940—19,046 in Decem- 
ber, 1949. It is, and always has been, 
the largest paid weekly circulation in 
metalworking. 


And at the lowest cost per page per 
thousand! 


YOU CALL THE TUNE 

Set any standard you wish on The 
IRonN Ace's selectively distributed 
copies. Be they bonus or bonanza to 
you, they're tonic to us. Progressively, 
without pressure, they are being con- 
verted to paid status . . . just about 
as fast as it takes the average metal- 
working executive to recognize a good 
thing when he reads it. 


How many copies of a business maga- 
zine does it take to cover metalwork- 
ing? The Iron Ace currently prints 
26,625, the largest total weekly dis- 
tribution in the market. The tables on 
the next two pages will tell you exactly 
where they go. And where they go, 
in terms of industry’s real buying 
power (and those functional groups 
that do the actual buying), is what 
really counts. More details in The 
Iron Ace NIAA Market and Media 
Folder. Write for your copy. 
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he ower of Mats Member of Piatt: 
The Cevered By The Age 

Commerce Workers | Over ‘Over Lens 

Cote Meme ere 
36 Blectricel Equiparsnt 757 £37 1,023 
— 38 Instruments, Chie bs 164 “ 
» Miscellaneous ddetal Produ sts 146,537 567 
U. S, Metalworking 5,605,820 1,070 
Grond Total of Man Reochad! by ‘The ‘tran Age | 16,331 
*Mumber af workers is to, berying-power. 
IRON AGE CIRCULATION BREAKDOWNE MANUFACTURING DEPARTMENTS 
By ABC Classification OPERATED INU. 6, METALWORKING 
As of July 4, 1950, lncicdiny pold subscriptions, sete ctive 
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(4) Otter Ports, set Bra 1208 Plete or Streetural Shap... .. 
3. Retireets & ether Trem @ertetion Servint. Service on Product (Are or Gast... 
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The advertiser be served 


You're the buyer. It’s your right to set + 
your own reasonable coverage specifications i 
for the job you have to do in metalworking. 
The chances are strong, upon analysis, that 
The Inon AcE can meet them. Since 1855 . . . 
in all sorts of market weather, for all 
kinds of products, for big and little budgets 

. .. we have been doing this . . . always at 
least a little bit better than our con- i, 
temporaries. Satisfying the advertiser, and aed 
at the same time keeping faith with the : Fe 
reader, has made The Iron Ace. . . 


. IN WEEKLY CIRCULATION 
lel... IN PLANT COVERAGE 
Isl... IN MARKET COVERAGE 
lel... IN READERSHIP SURVEYs 


ist... IN ADVERTISING VOLUME 


measure all Metal Magazines 


and you'll mahe The IRON AGE 


NA ONAL METALWORKING WEEE 


your Ist Choice, too! 


A CHILTON PUBLICATION, 100 EAST 42nd STREET, NEW YORK 17, WN. Y. 
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WT HAWLEY MFG. CO Hawley Airport, Peoria | 


OFFERS EXTRA PROFIT OPPORTUNITIES 


How to Advertise to Business Men: Part 23 


MONTH we mentioned eight 
ways of interesting new distribu- 
tors in your proposition and old dis- 
tributors in expending extra effort in 
favor of your line. 

The eight ways are 

1. Announce a new product 

2. Build news into old product 

3. Stress the completeness of the 
line 

4. Promise a profit (be specific) 

5. Tell him where the market is 

6. Tell him the market is or can be 
interested 

7. Prove market acceptance 

Report successes 

We resume now with: 

9. Call attention to salient features. 
This gives the new distributor or deal- 
er an appreciation of your product's 
sales potential (in relation to compe- 
tition) and educates salesmen now 
handling the product on what points 
to stress. However, in the latter con- 
nection: there is a limit to the amount 
of information a salesman will retain 
to use at the point of sale, so there's 
no sense trying to load him up with 
your complete “warehouse” of selling 
facts. 

Owens-Corning-Fiberglas, promot- 
ing its Fiberglas Yarns, capsulizes its 
sales story for the benefit of retail 
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— continuing ways and means 
of influencing distributors in your favor 


clerks who will be obliged to answer 
customers’ queries: 


Wash and Hang in 7 
New easy-to-care-for 
FIBERGLAS MARQUISETTES 
Launder and re-hang in only 7 min 

utes! 

No ironing. stretching or altering! 
Never wrinkle, never shrink! 

Look new after repeated washings! 


Minutes 


10. Tell him how to sell. Having in 
mind that the average jobber or retail 
salesman can afford to carry in his 
head only a minimum of information 
about your product, you should pick 
out one point for him to remember. 

Gates Rubber Co. tells the distribu- 
tor how to tell the customer why its 
“concave-side” fan belt gives longer 
life. “A Glance Shows You that Only 
the Sides of a Fan Belt Touch the 
Pulley.” Since it’s the sides that do 
the gripping. they get the wear. But 
the Gates belt has a patented concave 
side which straightens out under ten- 
sion around the pulley. Note this 
strong sell: 

Now that you see exactly what the 


Concave side means to your customers 
in longer belt life, why not make the 


By HOWARD G. SAWYER 
Vice-President & Director 
James Thomas Chirurg Co 
New York & Boston 


most of this important point in your 
selling? Every time you pick up a 
Gates Fan Belt, run your thumb 
along its side and feel, for yourself, 
the precisely engineered concave 
shape. Get your customer to feel 
this too—and show him how this ex- 
elusive Gates patent gives him a bet- 
ter fitting and longer wearing belt. 


Walker Mfg. Co. suggests: “Here's 
the quickest, easiest way to check on 
exhaust systems”: 


First you STOOP in back of the car 
where the tail pipe sticks out. 

You know all tail pipes go first. 
Next you LOOK ... if the end of 
the tail pipe is rusty and ragged, 
chances are the muffler is “shot” too. 
Then you LISTEN at side of car 
while driver “steps on the gas.” 

The noise tells you if the muffler is 


bad. 

Lovell Mfg. Co. does it with a car- 
toon strip headed, “Do You Talk the 
Way a Top-Notch Washer Salesman 
Should?” Cartoon No. 1, showing 


t 
NEW YALE MERCHANDISING PROGRAM i 
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salesman and lady customer at wring- 
er, says, “Pull and it stops! The new 
Lovell ‘77° Wringer with Push-Pull 
Control gives you safety without stop- 
ping to think because a slight instine- 
tive pull on the clothes will stop the 
wringer rolls instantly.” Or take No. 
6—"Does 90% of the heavy lifting! 
Just start one end of a sheet or gar- 
ment through the rolls and Lovell’s 
conveyor action does the rest. Saves 


you work.” 


Mt. Hawley Mfg. Co. suggests “How 
a Match Makes Boiler Sales for You,” 
and describes a demonstration which 
helps to “sell ‘horizontal’ boiler effi 
ciency with ‘vertical’ boiler compact- 
ness”: 

It's based on «@ simple scientific 
fact Tet it yourself—show it to 
prospecte—with a common match! 
Hold your hand next to a lighted 
match. Then above it. Above, it’s 

| really hot! That's the “secret” of the 
exclusive SPIRAL FLUE. You can 


cash in on its amazing efficiency and 
economy! 


Talon suggests: 
You make a mighty good impres 

sion when you tell your customer 
| that the very same Talon slide fasten 
er im a $115 uit is featured in the 

skirt she’s considering—at $5.95. 

ll. Tell him how to promote the 
}line. Florida Citrus Commission ad- 
vises merchants to “set up a mass dis- 
}play in your produce department, at 
the end of a gondola, or by the first 


window,” and reports the testimony 
bof the manager of Alber’s Super Mar- 
at Peeble’s Corner, Cincinnati, 


“I never miss with a mass display 
like this, Housewives can't resist 
a supply of oranges when they see a 


mass display of these fine Florida 

Citrus fruit.” 

Yale & Towne (hardware) offers 
retail promotions on a_ bi-monthly 
basis. Each “packaged promotion” is 
on a different class of hardware, is 
“kicked off” with national advertis- 
ing, and “coordinates various sales 
promotion methods to attract and sell 
more hardware business.” The deal- 
er ad announcing this program states: 

Raymond K. Watkins, Trade Sales 
Manager of The Yale & Towne 
Manufacturing Company, Stamford, 
Connecticut, announced that retail 
promotions on popular, fast-selling 
Yale hardware will be produced on a 
regular basis of one for each two- 
month period throughout the year. 

A of promotions has 
been made up which puts a complete 
selling package of new material into 
the retailers’ hands approximately 
every eight weeks. This rate of fre 
quency, explains Mr. Watkins, is the 
most practical one for hardware 
ttems. 

Fach promotion will be issued in 
complete packaged form, consisting o! 

a minimum quantity of merchandise, 

a lithographed display. Newspaper 

mats will be sent on request. 

These promotions will be an 
nounced in this magazine ahead of 
your retail promotion, and will co 
incide with the appearance of The 
Saturday Evening Post ads featuring 
these products. 


12. Urge the use of sales aids. A. 
©. Smith Corp. claims to be “first to 
offer dealers the water healer that can 
be demonstrated” and proceeds to de- 
scribe the demonstration tools (“These 
Practical Tools Will Make More 
Sales!”) that it makes available; they 
include: 


1. Miniature tank demonstrator 
2. “Permaglas” pocket sample 


THE “NEW LOOK” 


IN F 


3. Cutaway spud opening 

4. “Permaglas” paperweight 

5. “Permaglas” sales presentation 

6. Head and mallet set 

Scovill pictures all the sales aids it 
offers to stores handling its line of 
garden hose equipment: window dis- 
play, product cards, a booklet on 
“How to Water Your Lawn Right” 
(by don herold), product tags, pack- 
age inserts, etc. 

Crane Co. offers plumbing and 
heating dealers a thirty-minute movie 
in sound and color (“Ideal for any 
farm group Granges, 4H Clubs, 
schools”) which “dramatizes the im- 
portance of running water on a typi- 
cal farm.” 

American Radiator & Standard 
Sanitary describes how its direct mail 
advertising “helps turn prospects into 
customers (at minimum cost per 
sale)”: 

American-Standard has prepared a 
great variety of colorful direct mail 
folders to help you do a more result- 
ful job of advertising in your terri- 
tory. We will be glad to send this 
literature—all imprinted with your 
name, address and telephone number 
—absolutely without cost. All you 
have to do is put it to work. Here's 
how: 

(1) Make sure you've got samples 
of all the latest pieces. Then order 
a supply of those folders you need. 


(2) Build q good mailing list of pros- 
pects . . . and keep it up-to-date. 


(3) Mail American-Standard litera 
ture to them regularly. That's all 
there is to it. . . and the only ex- 
pense to you is the cost of postage. 


This same ad also refers to the na- 
tional advertising and mentions the 
mat service, point-of-sale literature 
and time payment plan. 

(Continued on page 110) 
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that means iJ Money to you 


THE NEW CASE 
reviets demege shipment 


THE NEW PACKAGE 
saves less through demege 
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NOW it’s Aviation Age 


A new name for our comprehensive circulation coverage, our 
unique and “king size” format and editorial service. 


Last April the postman brought our readers 
and advertisers a pleasant surprise — the first 
of the new and bigger AVIATION OPERATIONS. 


Paging through, readers raised approving 
eyebrows over the increased readability of its 
display-type layouts, to-the-point titles, word- 
wise editing, and inviting-to-read type. 

Advertisers were more outspoken in their 
approbation. They praised its greater visibil- 
ity and editorial material alongside every ad. 
And they especially applauded a less apparent 
change — a 30 per cent increase in circulation. 


Added circulation to whom? To designers, 
engineers, production executives, purchasing 
agents, and management officials—all key 
people — of aircraft, aircraft engine and com- 
ponents manufacturing plants in the U. S. and 
overseas (excluding the U. S. S. R., of course.) 


Thanks to the 30 per cent increase in circula- 
tion, this was possible without scrimping on 


Ask the AVIATION AGE man to tell you about 
Av. Age’s 63% virgin coverage (circulation 
unduplicated by any other single aviation 
magazine) and what it means to you in sales to 


the tremendously expanding aviation market. 
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any of our long-standing and accepted coverage 
of maintenance, administrative, engineering 
and purchasing personnel within the military 
and other government services, in the airlines, 
at airports and among the nation’s several 
thousand fixed base operators. 


Each month 18,795 key aviation people rub 
shoulders on our pages. They comprise an up 
to date “Who's Who" of the industry — a com- 
pendium that only an aviation magazine em- 
ploying the controlled circulation method 
could compile from a market as kaleidoscopic 
as aviation. 


For this bigger, better and broader publica- 
tion, AVIATION AGE is a truly appropriate name. 
To advertising and agency executives, faced 
with the problem of how to cover the aviation 
market most efficiently and economically, this 
mame marks a new opportunity in this age of 
aviation. It is an opportunity to reach in one 
magazine the key men of the entire industry! 
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—today an active and 


These installations pay off in improved safety, better train per- 
formance and reduced operating costs. That’s why the railway 
industry today is an active and growing market for a wide vari- 
ety of equipment and accessories used in signaling and commu- 
nications facilities, such as are listed at the left. 

Manufacturers can look for a larger volume of signaling con- 
struction, not only for 1950 but for several years. To meet the 
requirements of the L.C.C. order of 1947, for instance, the rail- 
roads will install a “block system” on an estimated 17,473 miles 
of track, and train-stop, train control or cab signaling on 23,500 
miles of track estimated at cost of $157,800,000. 

The outlook is favorable, too, for new communications equip- 
ment. Train, wayside and yard installations are paying good re- 
turns in speeding yard and main line operations. Printing tele- 
graph and long-distance telephone circuits are being increased 
to improve service for shippers and passengers. 


The men whom you must sell to reach this market are the top 
ranking railway executives who approve all major expenditures, 
the operating officers who “run the railroads,” purchasing offi- 
cers who place the orders and the signaling and communication 
officers who determine the types of equipment to be used and 
are responsible for the performance of these installations. 


The place to tell your story is where these men get their sig- 
naling and communications information—in Railway Age and 
in Railway Signaling and Communications. 


Use Railway Age-— Final buying decisions are meade on every 
major purchase for these and all other departments by top man- 
agement of railroading. Railway Age is read by over 90% of 
this management group which you must reach for favorable 
consideration and approval. Railway Age reaches the entire 
range of executives, department heads, operating and purchas- 
ing officers, including, of course, the officers most closely con- 
cerned with signaling and communications. 
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communications installations 
growing Railway Market 


Railway Age gets top priority reading by this larger railway 
group and stands first in industry prestige and influence. It is 
the railway industry's authoritative weekly magazine. It is the 
only railway business publication that covers the whole field of 
important developments while the news is news. 

Railway Age, with its complete reporting on the business of 
railroading provides breadth and depth of penetration un- 
matched in the industry. That's why it leads in standing 
among advertisers and in advertising volume. Again in the first 
six months of 1950, Railway Age carried more advertising than 
any other two railway business papers combined. Use Railway 
Age to speed the acceptance of your product by manage- 
ment, by presenting your products’ efficiencies and economies. 


Use Railway Signaling and Communications — Here you 
reach directly the men responsible for the highly technical job 
of signaling and communications. Management relies upon 
their engineering experience and their practical, day-by-day 
operation of these services. They recommend and specify equip- 
ment for new and improved installations. 


Railway Signaling and Communications is the only publi- 
cation specifically edited for these officersand their staffs. Edi- 
torially it features developments in new and improved signal- 
ing and communications systems and equipment. In no other 
publication is such comprehensive information available. Here 
is the place to tell your story to the men who work directly with 
your product. 


Improvements in service to shippers and passengers are 
largely influenced by advances in signaling, including central- 
ized traffic control, and train, wayside and yard communica- 
tions. 


There is no more active field in the railway industry, today, 
and no other publication that reaches so closely the men re- 
sponsible for modern installations. 
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This unusual case study may spark cost- 
cutting ideas for any company — 
agency or advertiser — whose office 
layout "just growed.” 


Agency's ‘Work-Flow’ Plan 


Improves Office Efficiency 


IKE “Topsy”, most companies 
“just grow” —and keep on grow- 
ing. In the process, there’s often a 
stage when the clothes no longer fit. 

In the history of Paxson Advertis- 
ing, Inc., Benton Harbor, Mich., that 
stage arrived somewhat over a year 
ago. From a one-room beginning in 
1934, the agency grew to occupy nine 
crowded rooms. Its offices were scat- 
tered on widely separated floor levels 
of a downtown building. Other lessees 
in the building refused to move. The 
agency couldn't expand or consolidate 
its space. 

So Howard H. Paxson, president, 
borrowed a leaf from the book of his 
agency's industrial clients. First, a 
study was made of typical “work- 
flow” floor plans designed for modern 
factories. Careful consideration was 
given to departmental allocation of 
floor space, needs for natural light, 
ete. Then, in terms of agency-depart 
mental traffic patterns, an “ideal” 


floor plan was evolved on the drawing 
board. 

In time, the entire second floor 
space of a commercial building 50 
x100’ was secured for the agency's 
new home. The location was in a resi- 
dential area about a half mile from 
the city’s hub. To further test the 
“work-flow” floor plan, a cardboard 
scale model was built. Study of this 
resulted in certain modifications and 
improvements of traffic control, better 
use of natural light and reduced costs. 
The model paid its way. 

From problem-solution-result 
approach, here is what happened. 

Problem: Eliminate disadvantages 
caused by 

l. Extremely crowded offices in 
downtown building with no room for 
exvpanston. 

2. Distractions interruptions 
to creative staff “doubled up” in small 
rooms. 

3. Inconvenient location of one de- 


partment three floors below other of- 
fices. 

1. Lack of adequate parking fa- 
cilities for staff and visitors. 

Solution: Secured entire floor of 
brick building located in residential 
area a half mile from business section. 
Then laid out offices on an industrial- 
type “work-flow” floor plan. 

Results: Objectives achieved : 

1. Relieved office congestion. 

2. Boosted staff effic rency. 

3. Reduced inter-departmental traf- 
fic. 

4. Obtained convenient parking fa- 
cilities. 

5. Reduced costs per square foot 
of floor space. 

Ideal from the standpoint of a fresh 
start, the entire floor of the building 
was open with the exception of per- 
manent partitions forming two rooms 
in one corner, a stairwell near the 
front and service elevator against the 

(Continued on page 142) 
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about it! 


And there's no doubt about the group readership that thoroughly exposes 


your advertising to the Plant Engineering Group across industry. These are the executives and 
engineers who select, install, operate and maintain equipment for power, processing and 
engineered plant services. This group readership rnakes your advertising to these men 
pay real dividends. And it's VERIFIED READERSHIP that proves the entire Plant Engineering Group 
gets and reads INDUSTRY AND POWER ... the only ssng/e magazine published exclusively 

for the Plant Engineering Group . . . in 35,000 selected industrial units. 

Want proof ? We've got it! 1& P’s Verified Readership study — over 50 
pages of facts — awaits you. Just drop a line to your nearest I & P man. 


NEXT AVAILABLE ISSUE: NOVEMBER - 


First forms close October 1; 


plated advertisements accepted up to October 15. 
INDUSTRY AND POWER 
St. Joseph, Michigan 


The magazine for the *Plant Engineering Group 
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in the hands 


of your strongest selling force 


HOW NATIONAL ELECTRIC PRODUCTS KEEPS THE “INFLUENCE’’ MEN INFORMED 


“Sales-engineers in the utility companies are men 
who plan, recommend and specify when it comes to 
secondary wiring systems. So, when we keep them 
informed on the facts and performance records 
about our products, we're simply putting tools in 
the hands of an effective selling force. That, basically, 
is why we advertise in Electrical World. We want 
this sales-engineer to be thinking about how well 
NEPO products will do the job.” 

A sales executive of National Electric Products 
Corp., of Pittsburgh said this, and he pretty well 
summed up nis case. NEPCO has been merchandising 
its products to utility sales engineers, through the 
pages of Electrical World, since 1928. 

Giving the utility sales engineer useful, down-to- 
earth information about NEPCO products (see 
“case-history” ad at left) is the first reason for using 
Electrical World. But, at the same time, NEPCO 
reaches and influences two more strong selling 
forces through these pages: 


ADVERTISING 
PAYS 

IN 
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1) The Electrical Consulting Engineer. His voice 
carries plenty of weight in specifying the brand of 
secondary wiring for most commercial and indus- 
trial jobs. 

2) The Electrical Engineer in Large Industry. 
He plans big electrical installations and specifies 
equipment. He's responsible for electrical perform- 
ance and maintenance in big industry. 


All three of these men: 
1. The sales engineer in the utility company 
2. The electrical consulting engineer 
3. The electrical engineer in industry 


turn to Electrical World, far more than to any other 
magazine, for information to’ help them do their jobs 
better. 


If you sell electrical equipment to industry, sell 
them on your products, through the pages of the 
paper they use on the job, and you've got a powerful 
selling force on your side. 
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@ Sales Promotion Ideas 


[comment ON CATALOGS © BOOKLETS © DIRECT MAIL © EXHIBITS @ MOTION PICTURES © ‘SALES HELPS] 


Plastics Spark New Industrial 


Pre-Packaging and Display 


PLIOFILM pouches permit pre-pack- 
aging of grease fittings for higher sales. 


A® ASH of new, plastic display and 
packaging items has broken out 
on the counters of automotive equip- 
ment jobbers. 

One of these is a Vinylite plastic 
rigid sheet with preformed indenta- 
tions of any desired shape to hold ar- 
ticles for display. Indentation can be 
made as deep as two inches. Descrip- 
tions of articles displayed are printed 
under the transparent plastic surface, 
which is resistant to abrasion, mois- 
ture, oil and grease and can be wiped 
clean with a damp cloth. 

An 8x11” display, which can rest 
on counters or hang from walls, will 
hold 30 or more wire gage samples or 
24 standard auto parts (see below). 
The manufacturer is Plastic-Print, 
Noval Oak, Mich. 

Another development is the pre- 
pickaging of grease fittings and small 
hardware parts, which follows the 
rend of food wholesalers (of fresh 
produce, meat, candy, ete.) who have 
learned that pre-packaging can boost 
sales. 


One lubricant supplier that is get- 


INDENTED PLASTIC sheets are being used by automotive jobbers to display 
replacement precision parts of many sizes and shapes. Displays resist smudging. 


ting on the pre-packaging bandwagon 
is Universal Lubricating Systems, Oak- 
mont, Pa., which has taken its 20 sizes 
and styles of grease fittings out of bulk 
cartons and into small, consumer-size 
Pliofilm pouches. 

The packages eliminate loss of cost- 
ly time while clerks unpack and sort 
the many sizes and varieties of fittings. 
The job now requires only that a 
swivel-type stand for the packages be 
placed where customers can see and 
select. The buyer can compare the fit- 
tings he is replacing with those in the 
Pliofilm pouches—a simpler process 
than describing or showing the fittings 
to a clerk and making him search for 
the replacement. 

By simplifying the jobber’s stock- 
ing, sorting and inventory job, the pre- 
packaging has brought Universal's line 
onto the shelves of many additional 
small jobbers, who had not been will- 
ing to handle the line in bulk. Con- 
tainers are fabricated by Shellmar 
Products Corp.. Mount Vernon, 0. 

In addition to Pliofilm, transparent 
bags of Bakelite polythylene, made by 
Bakelite Div.. Union Carbide & Car- 
bon Corp., New York, also are being 
used for automotive parts. As many 
as 240 Bakelite bags can be hung on a 
metal display rack. 


Contortion Trick: Stamp 
Brand Name on Seamless Tubing 


Few industrial products are more 
difficult to brand with the manufae- 
turer's name or trade-mark than seam- 
less steel tubing, but that is just what 
is being done by Spang-Chalfant Div.. 
National Supply Co., Ambridge, Pa. 

Company engineers helped develop 
a marking wheel that permanently 
stamps the company name and other 
information on the tubing for the 
twofold purpose of permanently pre- 
serving identity of the product in use 
or storage and aiding customers in 
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im SORRY, MR, COX 1S 
BUSY, YOU'LL HAVE TO 
SEE HIS ASSISTANT, 


OUR CHIEF ENGINEER RARELY é WE MIGHT BE INTERESTED 
SEES SALESMEN ... BUT ILL TRY | ...BUT YOU'LL HAVE TO 
TO ARRANGE FOR YOU. SEE THE CHIEF. 


HOW MANY DOORS MUST YOUR SALESMEN OPEN 
.-- before they can begin fo sell? 


because you must waste time and wear down your own enthu- 


? 65,100 siasm trying to get your story to the man who counts. 


COPIES But there’s a way to get your salesmen past these hurdles—to help 
(total them spend their time actually selling. 
distribution) 
The sales leads produced by NEW EQUIPMENT DIGEST are 
invitations to call... and they come from men who are ready to 
200,000 


talk business. 
READERS 


Your advertising in N.E.D. gives your sales force an edge on 
competition ... because they waste less time opening doors and 


4 in 42,425 spend more time closing sales. 


PLANTS TKat’s why men who want action are turning more and more to 
N.E.D. and advertising that pays its way with results you can see. 


A PENTON PUBLICATION 
1213 West Third Street 
Cleveland 13, Ohio 
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A good example of “automation” is the Joy 
Continuous Miner—a development of the Joy 
Manufacturing Company, Pittsburgh, Pa. Fully 
electrical in its operation, this mechanical 
behemoth rips coal from the seam face and 
automatically conveys it to the transportation 
equipment. Productivity rate has averaged as 
high as 100 tons per man shift! Schematic dia- 
gram shows the armature and field control for 
the 7 dc. motors totaling 180 hp. which power 
the various functions of the machine. 
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Automation* describes the process of converting to automatic operation 
something previously done by hand. 

ELECTRICAL MANUFACTURING readers are experts at it. These product makers 
—engineers and designers—are constantly striving to build more automatic 
operation, more electrical functions, into machines, appliances and equipment. 

ELECTRICAL MANUFACTURING is a prime source of their technical “know-how.” 
It is their authority on the application of all electrical 
characteristics to product design. 

Check any issue! See how each editorial feature dovetails with the 
basic interests of the men responsible for product development. 

Note that while the emphasis is on electrical design, the well-balanced 
content deals informatively with all related problems of product making .. . 
appearance styling, laboratory testing, production methods, also the selection 
and application of materials, metals, mechanical parts, equipment, finishes. 


ELECTRICAL MANUFACTURING is.patterned to the specific needs of a 
particular audience of loyal readers . . . the engineers and designers of all 
electrically operated products . . . an inviting target for 
thoughtfully prepared advertising. 


"Word coined by the Ameri- 
can Society of Tool Engineers 


@ EDITED TO THE SPECIFIC INTERESTS 
OF THE ENGINEERS AND DESIGNERS OF 
ALL ELECTRICALLY OPERATED MACHINES, 
APPLIANCES, APPARATUS AND EQUIPMENT 


THE GAGE PUBLISHING COMPANY 
Publishers to Industry Since 1892 
1250 SIXTH AVENUE © NEW YORK 20, N. Y. 
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identifying the tubing as to weight, 
grade and type. 
\s shown on the sample strips of 


tubing raised) or 


pictured here 


Braille” letters and symbols of the 
marking wheel permanently stamp 


the necessary identification into each 
product——such as high pressure pipe 
tubing, oil well tubing, 
casing so that 


each can be identified after stencilled 


and boiler 
and coupling stock 


names and marks are obliterated, or 
tags are lost or removed. Markings 
help customer, as well as manufac- 
turer, by identifying weight, grade 


and type of tubing. 


RUGGEDIZED is the trade-mark 
name used by Marion Electrical Instru- 
ment Co., Manchester, N. H., for its 
new line of panel instruments which 
are tested and demonstrated in this 
specially-equipped jeep. The jeep, 
which has started a national tour of 
buyers, is equipped with a “tumbling 
machine” that tumbles a panel of 
Marion Ruggedized Meters about in 
two steel compartments rotated at 5 
rpm for several hours without damage. 
Such treatment, comparable to the 
roughest field abuse of equipment, can 
destroy conventional meters in several 
minutes. E. H. Doherty, sales manag- 
er, bids “bon voyage” to General Man- 
ager Roscoe A. Ammon on maiden trip. 
From left: E. H. Culver, Meissner & 
Culver, Boston agency; Mr. Doherty; 
William F. McElroy, president of 

Marion; and Mr. Ammon 


THIS TEST CHART boosted sales for Fram 
Corp., Providence, R. I., and its fuel filters, oils and 
replacement cartridges. Chart, called a “lubri- 
graph,” helps truck fleet owners keep tab on operat- 
ing efficiency of truck engines, showing which ones 
are contaminating oil and eating up replacement 
cartridges too fast. Rows of indicator spots on 
lubri-graph are lined up after vehicle numbers for 
engine check on each day of month. Dipstick is 
touched to proper indicator spot. If oil obscures 
the color dot, it's time to change the cartridge. 
Lubri-graph was featured in trade ads. In three 
months, advertising in fleet publications, supple- 
mented by one mailing, drew inquiries from 381 
fleet owners representing 28,300 vehicles. Eight 
fleets signed on a contract basis, buying Fram 
products exclusively. Watching a check is Don 
Buckley (right) of VanSant, Dugdale & Co., Balti- 
more agency for Fram. 


«++ MOT oe 
The fine quolity of GPt inks remains 3 
constant regte¢diess of chonges in the 
weather inks for all printing provenes, & 
in block am! ore supplied to 
publahers, printers and lithographers by 
General Prin ing Mari the enclosed 
fer Sort or is 


(ERAL PRINTING INK COMPARY. 


A NORMAL AMOUNT of curiosity will make you manipulate this unique blot- 
ter, which was mailed out by General Printing Ink Co., Los Angeles, a division of 
Sun Chemical Corp. At the “Pull Here” sign at right, a paper slide is pulled out, 
sliding the four-color, summertime picture at left under red celophane panel in 
center. Through a color trick, the red celophane changes the summer scene to 
winter—with snow-covered house and tree—illustrating the headline and dramatiz- 
ing the sales message. The tab that pulls out is a business reply card. Other GPI 
blotters vary the theme, but work the same. 
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For the fabulous South and Southwest: 


7 NEW INDUSTRIAL PLANTS 
EVERY WORKING DAY! 


According to the most recent Census of Manu- 
factures, the South and Southwest have added 
more than 16,000 new plants since 1939. An aver- 
age of seven for every working day for the past 
ten years! 

In addition, for every million dollars that went 
into new plants, 15 million dollars went into 
expansion of established industries long identi- 
fied with the South. 

Southern and Southwestern industrialization 
is still going forward at a rapid rate—the future 
is bright with promise. For the seller of equip- 
ment and supplies, opportunity is at every hand. 


But remember your 1) 
geography. Plants of POWER | 
the South are widely INDUSTRY 


dispersed over vast 


areas. Sales jumps are 


long; personal customer calls cannot be made 
as frequently as in older markets. Intensive, 
REGIONAL advertising is your most productive 
tool for cultivating the South and Southwest. 
The only publication in the field edited ex- 
pressly for this market is SOUTHERN POWER 
and INDUSTRY. And it is the only publication 
in the field providing adequate coverage of this 
region. Use S.P.L. to reach hundreds of worth- 
while plants you would otherwise miss; use it to 
influence and sell top engineering and manage- 
ment in the industrial, utility and large service 
plants of America’s fastest growing industrial 


market. 


Southern Power and Industry 


806 Peachtree St., N. E., Atlanta 5, Ga. 
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What's Ahead for 
Industrial Advertising? 


The Korean war, which developed with such 
startling suddenness that few were prepared for it, 
may or may not develop into dreaded World War 
Il. But the country is setting up an arms program 
that is intended to equip the military forces for as 
big a conflict as may come out of the present limited 
war. No one can say with certainty how far we shall 
go, but industry will have to gear itself to the use 
of a large part of its production facilities for war 


purposes for some time to come. 


Fortunately, our capacity was enormously ex- 
panded during World War II, and hence there is a 
better chance than in the 1940-1945 period that we 
shall be able to take care of war requirements and 
at the same time serve most civilian needs. It has 
been estimated that we could produc e for military 
purposes with 15°. of our production, and this would 


leave ample capacity for ordinary requirements. 


At present, of course, the demand of the military 
is for less than this percentage of total capacity, but 
sane shortages are appearing as the result of overt- 
buying on the part of those who fear both rising 
prices and limited supplies. This is simply making 
a bad matter worse. If we are to avoid all sorts of 
controls, including those on both prices and produc- 
tion, we shall have to exercise intelligence in the use 


of voluntary methods of handling the situation. 


As far as advertising is concerned, the Advertising 
Couneil, which proved both to business and govern- 
ment during the last war that advertising facilities 
play a most vital role in the maintenance of civilian 
morale and in the organization of full support on 
the home front for the men on the fighting front, is 
still at work. It will be able to marshal industrial 
advertising, as well as facilities in all other fields, 
to provide ample means of communication for 
government and other agencies which need to rally 
individuals and communities for support of the war 


effort 


During war time, advertising can perform a great 
service in providing customers with information re 
garding conditions of supply and delivery, and ad 


vising them regarding the best use of the products 


Editorially Speaking 


they have purchased. This type of service advertising 
may again have an important role to play, though 
for the immediate future industry should be able to 
continue to take care both of war requirements and 


civilian needs. 


®@ Big Issues are Read 

One of the interesting facts about the American 
Builder readership study is that it answers a lot of 
questions which have been raised from time to time 
about the readership of large issues of business pub- 
lications. 


This study, made by the Advertising Research 
Foundation, and financed by the Associated Busi- 
ness Publications and American Builder, showed a 
remarkably high level of readership of both text and 
advertising. The size of the issue, 320 pages, led to 
the copies shown to readers interviewed being re- 
duced for convenience to 160 pages, but there was 
no doubt of the interest of these readers not only 
in the text pages but also in the advertising mes- 
sages of the manufacturers who supply the building 


construction field. 


This tends to support the contention of Roy O. 
Eastman, whose researches in business paper reader- 
ship have convinced him that readers are much more 
interested in advertising than the advertisers them- 
selves believe. He points out that readers are cus- 
tomers waiting on the other side of the counter for 
the products the advertisers have to sell, and that what 


they want is useful information about these products. 


The idea that business men are keenly interested 
in the information served up to them by editors, but 
that they are uninterested in advertising unless their 
attention is somehow attracted by special display 
techniques, is not supported by even casual field 
work. Most men in business and industry admit to 
wanting to know what's new in their fields, and they 
go through the advertising pages carefully as one 


way to find out. 


Thus we cen conclude that size of an issue is no 
deterrent to readership of both text and advertising. 
prov ided both editors and advertisers give the read- 


ers the sort of information they find useful in their 


busi nesses. 
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MOVE OVER, ANT 


The ant is a Samson when it comes to moving and “warehousing” 
heavy loads. But ant-power methods are obsolete today -- mechanical 
equipment has replaced slow, costly manual labor for moving goods. 
Every year, industry buys millions of dollars’ worth of materials- 
handling equipment — lift trucks, conveyors, hoists, and the like. And, 
to reach the buyers, the makers of this equipment use the pages of 
Business Week. In fact, Business Week regularly carries more of this 
advertising than any other general business or news magazine, 
REASON: Business Week reaches a highly concentrated audience of 
Management-men . . . executives who make or influence buying deci- 
sions. This means that advertising dollars invested in Business Week 


work harder, produce more. 


Materials-Handling Equipment 
Advertisers’ in Business Week 


Boker Ravlang Co 

E. W. Buschman Co, Inc 
Clark Equipment Co 

Coffing Hoist Co 

The Colson Corp 

Electric Industrial Truck Ass‘n. 
Elwell. Parker Electric Co 

A. B. Farquhar Co 

Gerlinger Corrier Co 

Globe Hoist Co 

Lull Manufacturing Co 
Manning, Maxwell and Moore, Inc. 
Mobilift Corp 

Mercury Manufacturing Co 
Rapids-Standord Inc 
Revolvator Co 

Robbins & Myers Inc 

Ross Carrier Co 

Stephans Adamson Manufacturing Co. 
Towmotor Corp 

Whiting Corp 


YOU ADVERTISE IN BUSINESS WEEK WHEN 


YOU WANT TO INFLUENCE MANAGEMENT-MEN 


A McGRAW-HILL PUBLICATION 
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Rich in artistic irregularity, avoiding 
the regimentation usual with sans 
serif types, these simple, clear-read- 
ing, skeleton letter forms have been 
interestingly clothed by the eminent 
designer, Lucian Bernhard, with an 
intriguing calligraphic quality that 


rivals hand lettering. Available in 


nine different series of graduated 


weights and widths. Light, Medium 
and Extra Heavy to 72 point; Heavy 
to 120 point; Light Italic to 36 point; 
Medium Condensed to 96 point; and 
the two Title weights in four sizes 
each of 6 and 12 point. Send for 
the specimen sheets of this family. 


Arresting 


AMERICAN TYPE FOUNDERS 


200 Elmora Avenue, Elizabeth B, New Jersey + Branches in Principal Cities 


| f | 
‘ 
| 
the Sans Serif with a FLAVOR! 
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August 
Volume 2°, (in Pages) Over 1949 


Industrial 
Product News 
Trade 

Class 

Export 


Grend Tote! 


Year to Date 
Volume 3.3%, (in Pages) Under 1949 


Industrial 
Product News 
Trace 

( lass 

Export 


Grond Tota! 
Industrial Group 


Acro Digest 
American Aviation (semi 
n 
American Builder 
American City 
American Dyestufl Reporter 
American Machinist ‘bi-w.) 
American Printer 
Analytical Chemistry 
Architectural Forum 
Architectural Record 
Automotive Digest 
Automotive Industries (semi 
mo 
Aviation Operations 
Aviation Week 


Hakers’ Helper (bi-w.) 

Beddin 

Ketter heeds 

Brewers’ Digest 

Brick & Clay Record 

Bus Transportation 

Rutane-Propane News 
(4% x 6%) 

Butter, Cheese & Milk 
Products Journal 


tanner (w.) 
eramic Industry 

hemical & Engineering 

News (w 

hemical Engineering 
hemical Industries 
hemical Processing 

ivil Engineering 

oal Age 

ommercial Car Journal 
mstruction Digest ‘bi-w.: 
ynstruction Methods & 
Equipment 

ynstruction News Monthly 
onstructioneer 

onstructor 

ontractors & Engineers 

Monthly (9% «x 14) 


Dairy Reeord (w.) 
Design News 
Diesel Progress (?xt2) 


tincludes a special issue 
classified advertising 
Estimated 
Two issues 
Three issues 
‘Pour issues 
Five issues 
7x10 units, sold as pages 
Does not include advertising in special 
Western Section 
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219,161 
industrial Group 


Distribution Age 
Drilling 
Drug & Cosmetic Industry 


Electric Light & Power 
Electrical nainering 
lectrical Construction & 

Maintenance 

lectrical South 

lectrical West 

lectrical World (w.) 
lectronics 

nginecring & Mining Journal 
ngineering News-Record 


iw.) 
xeavating Engineer 


actory Management & 
Maintenance 


ire Engineering 
leet Owner 
‘ood Industries 
ood Packer 
‘ood Processing 
oundry 


as 
tas Age (bi-w.) 
Heating & Ventilating 
Heating, Piping & Air 
Conditioning 


ice Cream Review 

industrial & Engineering 
Chemistry 

Industrial Finishing 
(4% x 6%) 

Industry & Power 

Inland Printer 

Interiors 

from Age (w.) 


Lumberman 


Machine Design 
ne & Tool Blue Book 

x 6%) 
Machinery 
Manufacturers Keeord 
Marine Engineering & 
Shipping Keview 
Mass 
Materials & Methods 
Mechanical Engineering 
Mechanization 
Metal Finishing 
Metal Progress 
Milk De 
Mill & bactory 
Mining Engineering 


DVERTISING volume went up 2% 

in August. This monthly gain, the 
first in 1950, represents an increase of 
499 pages over the 24,907 pages placed 
in the 251 reporting business papers in 
August, 1949. 

Cumulative figures for the ecight- 
month period ending in August are a 
small 3.3% under 1949's total of 226,- 
705 pages, the most favorable compari- 
son to date. 

Individual groups break down as fol- 


lows: 150 industrial papers gained 388 


pages in August, 2.6% over 1949; 
dropped 3.4%, or 4,645 pages, from the 
137,433 pages placed in that group 
through August, 1949. 

Product news publications, shown in 
1/9 page units, are up 4.1% in August, 
2.1% for year-to-date. Trade publica- 
tions, with 52 reperting, gained 2.5°% in 
August, declined 3.1% in their cumula- 
tive figures. 

In August, the'24 class papers went up 
0.9%, declined 3.9°) for the first eight 
months, while the 18 export publications 
lost 11.2% for the month and 11.9% fou 
the cumulative period. 


Uniess otherwise noted, all publications 
are monthlies and have standard 
7 x 10 inch type page 


Industrie! Group 


Modern Machine Shop 
(4% G%) 
Modern Packaging 
Modern Plastics 
Modern Rallroads 


National Petroleum News 
iw 

National Provisioner (w.) 

National Safety News 


OU & Gas Journal (w.) 
Operating Engineer 
Organic Finishing 


Pacitic Builder & Engineer 
Packaging Parade (9% « 12) 
Paper Industry 

Paper Mill News (w.) 
Paper Trade Journal (w.) 
Petroleum Engi 
Petroleum Processing 
Petroleum Refiner 

Pit & Quarry 

Plant Engineering 

Plating 


Engineering 
Practical Builder 
Printing Magazine 
Product Engineering 
Production Engineering & 
ger 
Products Finishing (4'yx6') 
Progressive Architecture 
Purchasing 


Quick Frozen Foods & the 
Locker Plant 


Kailway Age 

Railway Engineering & 
Maintenance 

Railway Mechanical & 
Flectrical Engineer 

Rallway Purchases & Stores 

Railway Signaling & 
nunications 

Roads & Streets 

Rock Products 


Sewage and Industrial 
Wastes Engineering 

Shears 

Southern Lumber Journal 

Southern Lumberman 

Southern Power & Industry 

Steel tw.) 

Supervision 


Telephone Engineer 
Telephony (w.) 
Textile Industries 


| 
| Ty) Advertising Volume | 
in Business Papers : 
Page 
1950 1949 Change Change a 
15,522 15,134 + + 24 
1,958 1,881 77 + 41 
25,406 24,907 +2 
| 
Page 
1950 1949 Change Cheonge 
132,788 137,433 4,645 a4 
15,431 15,109 + 322 21 
471 16,099 62N 3.9 
| 7,544 33 un 
i is “ot “92 “119 
il 149 106 14 
127 15 SS 78 73 60 
*313 j 
843 *92 *a2 120 103 - 
41 a9 127 128 
5 233 24 | 
32 
158 167 175 188 | 
ose “58 77 
*62 6 72 *217 
‘44 ue 7s 65 
a 245 242 125 112 62 60 Te 
116 117 78 78 e 
76 125 iM 184 ~ 
“119 *102 810% 79 
*106 “134 “eal 
163 113 75 
°177 *180 0 
127 148 155 e145 
| . 19 255 234 
*32 
q 20 ‘a 
21 28 “69 *76 
92 “148 153 
A 79 73 66 
“92 *87 ** SRT 
58 538 3 
95 102 
81 81 “40 
26 132 146 | 


Industrie! Growp 1950 
Teatile World 1&3 
Timberman 
Tool & Die Journal (547%) 75 
Toot Engineer 57 
Trafle World iw.) 108 
Utilization 
Water & Sewage Works ” 
Water Works Prginerring 41 
Welding Engineer “ 
Western Canner and Packer t°156 
Western Construction 
Western Industry 
Wood orker 
Woodworking Digest 

‘4% « 6% 4 
World *167 
World Petroleum 

Total 15,522 

Product News Group 1950 


41 
188 


186, 
“191 


15,144 


1949 


Volume figures for product news informa 


tion publications listed below are 


reported 


in 19 page units (approximately 3 4% 


not In standard 7 x 10° pages 


Electrical Equipment 208 
Industrial Equipment News 
Industrial Maintenance 133 
New Fauipment Digest al 
Plastics World 160 


Product Destan & 


Developanent 230 
Transportation Supply News 63 

Total 1/9 page units 1.958 

Trade Group 1950 
Air Conditioning & Refrigera 

tien News (w * *5 
American Artisan 112 
American Drugaist 
American Lumberman & 

ucts 
Merchandiser bi-w 
Teot & Shoe Recorder 

semi me.) “170 
Hullding Supply News 
thain Store Age 

Administration Pdition 

Combinations 


Petitions 
treneral Merchandise 

Variety Store Pditions *215 
Groeery Paditions 


Department Store Reonomist 7s 
Domestic Engineering The 
Flectrical Dealer 
Fleetrical Merchandising 
Ox 12) 
Diectrical Wholesaling 
Farm Implement News 
mime "rte 
ats Hevlew * 28 
Topies 
Digest 
Hardware \ge biw 
Hatchery & eed 2 
Hosiery & Underwear Heview 
Hosterv Industry Weekly 
Hosiery Merchandising 
Implement & Tract bi-w “4 
Implement Heeord 
Industrial Distribution 
Clreular. Keystone ant 
Leather & Shoes 
Lingerie Merchandising 
Liqu Store Dispenser 
Met 
Mot \e 
Mot Service (4\ 16% 140 
NJ (National Jewe! 
National Bottlers’ Carette 
Appliances 
Phetegraphic Trade News is 


Correction: ‘Power, 1949 


| gures hove olto beer shown 
closified 
| wertising in al! of Powers 


M hos been listing 1960 odvertis 
| ¥ yme for Power without including 
fied advertiiing To mote o compar 


aw 


Lost yeor I'M listed classified od 
eports, which 


plains difference in (949 figures published 


his yeor and fost 


June, 1949. figures for Power should hove 


been listed as pages, instead of 206 pages 


| 


Trade Group 1950 1949 
Piumbing & Heating Business 93 ‘> 
Plumbing & Heating Journal 72 61 
Plumbing & Heating Whole- 

saler a9 26 
Poultry Supply Dealer “26 *32 
Progressive Grocer (4\x7\) 137 119 
Sheet Metal Worker “He *63 
Southern Automotive Journal 92 108 
Southern Hardware 7s 73 
Sporting Goods Dealer 156 151 
Sports Age 
Super Market Merchandising 106, 95 
Variety Merchandiser 

(406%) 78 v4 
Wood Construction & Build 

ing Materialist a7 40 

Total 5,317 >, 187 

Cless Group 1950 

Poges 
Advertising Age (w 

(10%a14 * S188 178 
American Funeral Director 
American Hairdresser 35 12 
American Restaurant 69 
Ranking (7110-3, 16) “1 
Chain Store Age 

Fountain HKesteaurant 

Combinations 21 22 
Cleaning & Laundry World 
Dental Survey 76 87 
Fountain Service 46 il 
Hospital Management 62 
Hotel Management ‘ 
Hotel Monthly ix 
Hotel World-Review 

Industrial Marketing NS 91 
Journal of the American 

Medical Association (w.) *220 “200 
Laundry Ag 1 
Medical Eeonomies 

(44x64) 100 
Modern Beauty Shop 2 
Modern Medicine (semi-mo.) 

117 
Nation's Schools “ 53 
(ral Hygiene (4-5 16x7-3, 16) 107 
Restaurant Management “1 ot 
School Executive 

School Equipment News i! M 
School Management 

14 21 
What's New In Home 

Peonomies Not published in \ugust 

Total 1,729 1714 

Export Group 1950 1949 

Poges 

American Automobile 

(overseas edition 47 
American Exporter 

(two editions 132 158 
American Exporter Industrial 

two editions 112 129 
Automovil Americano 
Caminos y Calles 24 12 
Parmaceuth 28 7s 
Hacienda (two editions a? 
Hospital 
Ingenieria Internacional 

tonstruceion 
Ingenieria Internacional 

Industria i 75 
Vecraw- HU Digest 25 
Petrole Interamerican 
Pharmacy International 1s 
Kevista Aerea Latine 

americana 12 
Revista Rotarta ‘ 
Spanish Oral Hygiene 

Textiles Panamericanos 

Total ant 

Includes issue 

Includes vuivertising 

Estimated 

ssues 

Three issues 

hou ssues 

bive 

quoted 


The above figures must not be 


reproduced without permiss! 


n 


A RF Study 
(Continued from page 37) 


of Home Builders and National Retail 
Lumber Dealers Association. Two col- 
umns written by officers of these as- 
sociations attained higher scores than 
any of the news stories measured in 
this department. 

Two other departments were third 
and fourth—*Blueprint House of the 
Month,” scoring 40°%, and “Trends,” 
38°... Five feature articles were among 
the first ten items. 


Data to Play With 


No conclusions were drawn about 
color vs. black-and-white, spread vs. 
page, and front-of-book vs. rear. But 
the findings offer data for the adver- 
tiser to play with and to use in draw- 
ing his own conclusions. 

Of the 20 leading ads, 16 were pages 
and four were spreads; 11 were in 
color and nine were black and white. 
These leaders included 13 ads in the 
front half of the book and seven in 
the rear. The total of 137 ads measured 
included 57 page ads, seven spreads 
and a four-page ad. There were 100 
black-and-white ads and 37 in color. 

Methods of sampling and interview- 
ing were similar to those used in the 
first study (IM, April, 1949), 

ARF, which is sponsored jointly by 
the American Association of Adver- 
tising Agencies and the Association of 
National Advertisers, conducted the 
study in cooperation with Associated 
Business Publications, which has fi- 
nanced a major share of the studies. 

Studies also have been made of 
Chemical Engineering and American 
Vachinist, of which results have not 
vet been reported. 

The report was prepared under the 
supervision of an administrative com- 
mittee composed of members of the 
National Industrial Advertisers Asso- 
ciation, 4A’s, ANA and ABP. 

In addition to Chairman J. F. Ap- 
sev. Jr.. Black & Decker Mfg. Co.. the 
committee includes Kenneth W. Akers. 
Griswold-Eshleman Co.: William k. 
Beard Jr.. Associated Business Publi- 
cations: Bernard Dolan, Peter A. 
Frasse & Co.: H. L. Fisher, Rickard 


and Co.: Arnold Friedman, Chain 
Store Age: L. P. Mover. General Elec 
trie Co.: E. Seott Pattison, G. M. Bas 
ford Co.: and H. Judd Payne. F. W. 


Dodge ¢ orp 
Aldersons & Sessions. Philadelphia, 
conducted the survey under the super- 


vision of the committee, 
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Quality Oualits 
AREADER ACTION (‘*Performance) 


Quality Superior 


proves AREADERSHIP andaAdvertising Values” 


May we send you PROOF of this quality readership? Write for your copy of “An 
Audit of Readership”... not a “readership study” but an audit of KNOWN reader- 
ship. Address Putman Publishing Co., 737 North Michigae Ave., Chicago 11. 
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economy, price trends, availability of materials and 


Doan of Dow Chemical countless other factors. For this information he must 


depend, to a large degree, upon his sources of supply. 
sa S ee P A is K M He must demand of suppliers not only uniformity of 
y 7 o Pie ey an product and efficient service, but also reliable judg- 

ment concerning price trends and availability.’ 
in the Industrial That is why alert suppliers —- more than 600 of 


them last year — use the advertising pages of Pwur- 
Picture” chasing, regularly, to help keep the Purchasing Agent 
eee well informed. Like Dow Chemical, they recognize 
the key position the P. A. occupies in today's in- 

“The modern Purchasing Executive plays a vital role dustrial buying. 
in the operation of his company. Charged with the 


They know, too, the importance he places upon 
responsibility of obtaining the best available mate- 


his own trade paper. The one national magazine 
tailored to the exact requirements of the purchasing 
function, Purchasing is read by P. A.s controlling 
important member of the management team,” says 85% of industry's purchases. No schedule to industry 
Mr. Leland Doan, Manager of the Los Angeles office, is complete without it! For full details, write to 
Dow Chemical Company. Purchasing, 205 East 42nd St. New York 17, N. Y. 

“Today's P. A..” points out Mr. Doan, “must be Offices in Chicago, Cleveland, Dallas, Los Angeles. 
extremely well informed regarding the national 


rials tor both production and research at the lowest 
possible cost, without sacrificing quality, he is an 


A CONOVER-MAST 
PUBLICATION 


THE NATIONAL MAGAZINE FOR PURCHASING EXECUTIVES 
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Nobody Asked Us, But... 


OST COPY attempts to say too 
much. Better to use more words 

to say less. The mind can't absorb 
more than a jew ideas at one sitting. 
What got into Goodrich, splashing 
the name all over the ads? Now they 
run “B. F, 
across the top of the page. Is it to 


Goodrich” in a reverse 


get higher “seen-associated™ ? 

It's generally worse to start a sen- 
tence with a preposition than to end 
with one. 

We doubt anybody ever said: “So 
the bank gives us checks on Hammer- 
mill Safety now ? Good! That's a name 
I've known for years!” 

It isn’t the client's blue pencil that 
kills initiative and enthusiasm in the 
copy department so much as his fail- 
ure to deliver promised facts, with- 
drawal of a previously-OK statement, 
dilly-dallying on jobs which he wanted 
rushed through copy and layout, etc. 

&Good gag of Continental Can’s 
having Jake La Motta, the fighter. 
fail to flatten a We've 
heard of the guy who couldn't punch 


paper cup. 


his way out of a paper bag: read on. 

When a paper cup is filled with cot 
tage cheese, potato salad or other 
food, the capping machine applies 
the lid under pressure. If the cup 
collapses, everything is snarled up. 
Se Continental developed the super 
strong Mono Cap. These cups are 
flexible so the lid can be snapped 
in, yet so strong that they will stand 
up to 171 Ibs. of pressure. Middle 
weight fighter Jake La Motta actually 
stood on one without collapsing it. 


Shake your hands at the crowd. Mr. 
St Costa, group head at Batton, Bar- 
ton. Durstine & Osborn, New York. 


If you're going to use cartoons, 
make ‘em funny. Reeves Pulley shows 
a man running his machine during 
lunch-hour; 
Bascom would rather run that Reeves 


caption: “. . . . why, 


equipped machine than eat!” Not fun- 
ny. 

Nothing is so futile as a copywriter 
trying to explain what he wants in 
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B. F. Goodrich 


the way of typography. 

Stopper headlines are seldom what 
they're cracked up to be, but we 
stopped at Distillation Products’: 
“Nothing Improved These Products.” 
Five produc ts are pictured, each im- 
proved by means of high vacuum 
equipment. (“Nothing means— get- 


Gags...Gimmicks...What Ho! and Ho Hum! 


* Continental Can 


ting rid of air and gas, creating the 
highest vacuum for the job.” ) 

You can always find some one to 
give you a lower production estimate 
particularly on a job already com- 
pleted and billed. 

We feel sure Carborundum has 
something more important to tell its 


Reeves Pulley 


Distillation Products Industries 


Way 

: ~ | Joke Lo Metta, 

Sheep in 100-mile-an-hour dust storm | 

| 

| 

| 

| 
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market than that “It Looks So 
\ precision double play—the sep, 
the feed, the pivet and the throw. 
Only perfect teamwork can make it 
posuble 


Some people just don’t think. Ln 
ion Pacifie’s Industrial Department 
ran it’s ad addressed “TO YOU, Mr. 
Purchasing Agent” in Banking 

#This one may be too fey for the 
hard-boiled mill supply house trade, 
but we like it: 

1 really had a great idea, but .. . it 


seems it wasn't very practical 
I wanted to illustrate all the different 
color-coded labels for “National” 
packages in their actual colors . . . 
red, green, blue, orange, ete. | wanted 
this ad to prove how easy it is to 
“reach for a color instead of a name” 
when you want a particular type 
of fastener from a shelf 
Bat I found out we could use only red 
ink and black ink im these ads . 
period! 
Anyway, the two samples I'm holding 
should vive you the general idea. Just 
imagine cach of the types of fasten 
ere listed at the left with a different 
colored label on the package. These 
“National” color coded labels are 
mighty easy to read, easy to identify 
Your shelves look better—-and you 
ean fill orders faster, with fewer mis 
takes 
Better ask your “National” salesman 
to show you this slick labeling «y+ 
tem on “National” packages in case 
you don't already have ‘em on your 
shelves. 


He who's doing the talking is Na 
tional Serew & Mfg. Company's trade 
figure, made up of various bolts, 
screws and nuts. The writing was 
done by E. M. Marker at Fuller & 
Smith & Ross, Cleveland. 

When Chase Brass illustrates its 


* National Screw & Mig. Co. 


headline “Want to Carry Power Ver- 


tically?” with a picture of a pole 
vaulter at the top of his leap, our an- 
swer is—no. 

Wore goes on in advertising circles 
on Fridays than on any other day 

One of the most tired advertising 
ideas is the cleaning woman finding 
the office (A) empty because every- 
body went home on time because the 
product helped them get more done 
during regular hours, or (B) still oc- 
cupied because vice versa. Both Celo- 
tex and Burroughs had it in the same 
issue of Time: “Can't You Night- 
Owls Ever Quit on Time?” and 
“Tomorrow's Another Payday and 
Nobody's Working Late.” 

We're delighted that Dayton Rub 


ber has given us something to keep 
on needling. Their latest is a glamor 
doll illustration, the most pretentious 
headline of the month—“The Power 
Behind the Glory”—, and this copy 
lead: 

The glory of a beautiful woman beau 

tifally cowned, of a Diesel honking 

round the bend at 90, of a giant 
heaven-sweeping telescope thu 
searches the skies. Would you have 
thought they depended upon Dayton 

V-Beh Drives to deliver the power 

that makes them possible? 

We committed vomit when we read, 
quoted in Time, the following remarks 
made by B. Earl Puckett of Allied 
Stores: 

“Basic utility,” said he, “cannot be 

the foundation of a prosperous ap 

parel industry ... We most acceler 
ate obsolescence. .. . It is our job to 
make women unhappy with what they 
have . . . You might call us ‘mer 
chants of unhappiness’... We must 
make these women so unhappy that 
their husbands can find no happiness 
or peace in their excessive savings . ..” 


Glad we're in industrial advertising. 


Since we're writing this early in 
the Korean crisis, we don’t know 
whether we'll be really at war when 
this appears, but we're already hoping 
that if we are really at war this fall, 
the advertisers will leave the flag 
where it belongs—on the flagpole. In- 
dustrial advertising improved im- 
measurably during the last war—but 
not until the advertisers realized that 
service advertising is better than flag- 
waving. Many found out that service 
advertising works best in peacetime, 
too. 


Let's hope that illustrations of 


Celotex 


Burroughs 


Dayton Rubber 
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It's that influential group of design engineers whose job it is 
to design and redesign equipment, appliances and machinery 
for the 9,000 manufacturers who produce, annuolly, 
$30/000,000,000 worth of these enginesred products. 


That readership is VERIFIED by rigid controls—a once-a-year check 
on all copies of MACHINE DESIGN. It assures you of regular calls 
on the men you can't afford to miss—those responsible for 


the specification of parts, materials, finishes and processes. 


lt gucrantees you an interested audience, for your sales messages, 


of the men who have the power—and use it— 
to turn thumbs up or down or your products. MACHINE DESIGN 
is your key to selling in this volume market. 


ot a® e* $4 

\ Ne 

\\ 

| | 

A Penton Publication Penton Building, Cleveland 13, Ohie 
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BURROUGHS BANK BOOKKEEPING MACHINE 


Cummins Engine 
Burroughs 


planes are used only m ads ol prod 
ucts used in aircraft. 
We still think sans-seri} type is hard 
fo read in hody 
When the story has to do with an 
application in the sugar industry, few 
people including American Brass 
can resist the temptation to write a 
headline like this: “Everdur does a 
sweet’ job in this sugar refinery.” 
We thought that this one would 
turn out to be a phoney, but it didn’t. 
“Built Not Once But Twice” is really 
true 
Yes, they're actually built twice 
That's what make. a lightweight, high 
«peed Cammins Diesel such an effi 
cient, dependable. precision made en 
gine. After initial assembly, cach en 
gine is run-in on the test block 
Then it is torn down and carefully 
re-inspected.—after that it is re-as 
sembled and tested again to assure 
peak performance 
But we're still inclined to discount 
Cutler Hammer's enthusiasm: 


We all make it a point to remember 
certain numbers, telephone number 
street numbers, license numbers, ete. 
If vou are one of the many thousands 
of men responsible for the depend 
able and efficient performance of in 
dustry’s millions of electric motors 
it is more than likely that vou have 
also long remembered 9115, 


Cutler- Hammer 
Olivetti 


C-H 9586, and C-H 9589 
them regularly. 


. and use 


How often does a copywriter de- 
termine the spec ifte objec live of an ad 
before starting to write? (How often 
we have sern a group of Copy Con- 
ferences get nowhere until somebody 
has asked: “Well, what the hell is 
this ad supposed to accomplish, any- 
way?") 

We suppose Container Corp. gets 
a lot of letters praising its new series 
of “Great Ideas of Western Men” and 
we suppose it’s a noble thing to give 
fresh publicity to the democratic in- 
stitution, but we can’t make up our 
minds yet on whether to support it or 
not. If it’s going to turn out to be an 
attack on the Truman Administration, 
no: not because we're fond of the 
Missouri waltz, but because that sort 
of thing should be kept out of adver- 
tising. 

Our recommendation jor the Most 
Detestable award is the advertising 
manager who takes out on his agency 
what his boss takes out on him. 

Between the time we wrote about 
the money being wasted in full-color 
advertising—particularly by the office 
equipment people—and the time the 


National Cash Register 
Dodge 


story appeared, National Cash Regis- 


ter came out with a full color spread. 
We think in this case the full color 
is justified—the presentation of the 
machine is practically real and helps 


sell. 


And Olivetti came out with its new 
printing calculator which also ap- 
pears in full color. Most of the full 
color is used on the background which 
seems to be an abacus with colored 
beads. Damn it all, though, the yel- 
low ones looked like lemons, the red 
ones like cherries, and that made us 
think of slot machines! 


Much better is the b&w spread 
which tells, via closeups and captions, 
why Burroughs’ new bank bookkeep- 
ing machine is particularly fast, sim- 
ple and flexible. 


® We also—in that article—had un- 
kind words for truck advertisers who 
use full color for no particularly im- 
portant purpose. We have at hand a 
Dodge ad that’s all black-and-white 
and all sell, too, and so gets our 
Boost-o}-the-Month. Headline is: 
“Only a Dodge ‘Job-Rated’ Truck 
Gives You All These Advantages.” 
Read those little copy blocks: 
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Use all 12 publications 

. get blanket coverage of the national market. 
Hire the A.C.P. sales force and you get over 62,000 
salesmen to carry your message directly to the men 
who make up the rich construction market. There's 
a minimum overlap — no waste circulation in the 
full A.C.P. coverage. 


Use one or more publications 
. get concentrated coverage of a regional market. 

Special sales problems can be easily solved by an 
A.C.P. publication's concentrated coverage. You can 
concentrate on a geographic area of your choosing. 
Seasonal campaigns, special applications, distribu- 
tion and competitive problems can be individually 
met — at less cost per reader. 


. . get pin-pointed “local-level” coverage. 
Back up your message with ads by your Dealers! 
A.C.P. Regionals are the only publications your 
Dealers can effectively use to sell their identity and 
service on a local level. You can get your Dealers to 
advertise your products and their service as part 
of the Dealer's own program. 


A. REGIONAL PUBLICATIONS 


“GEORGE STEWART, Sec'y, 556 High Street, NEWARK 2, N. J. 
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THE DOGE CONTRACTOR TEXAS CONTRACTOR moe: 


echleved by Serge Leberetery 
research, develepmeet 


Grinnell 


You can turn it on a dime 

and save plenty of time, too 
Back it up, turn it around, park it 
you'll find shorter turns a cinch with 
a Dodge “Job-Rated” wuck. 


You can load it to the sky 

‘ and cash in on b-i-g-g-e-r pay 
loads. Whatever your loads, what 
ever your reads, you can haul a whale 
of « lot more in a Dodge “Job-Rated” 
truck, 


You can ran it for a song 

and have power to spare. You'll 
breeze right by the gas pumps 
thanks to an engine that’s “Job-Rated™ 
for on the job thrift with power plu- 


You can use it for an easy chair 
and be master of all you survey. 

It's “Job-Rated” so you look through 

the biggest windshield and relax on 

the widest seat of any popular truck 

Neat sign-off, too: “With all their 
extra value Dodge ‘Job-Rated’ Trucks 
are priced with the lowest.” 

Very good, sir: to Kennetu C. 
LOVGREN, vice-president and creative 
director of Ross Roy, Inc... Detroit. 

It's a hig help foa copywriter lo 
have the ability to make a rough lay- 
out. Can't draw a bit ourselves 

It's probably easy to get ideas for 
a product of the type, but at least 
Grinnell, who sells automatic fire pro- 
tection, doesn't miss its opportunity. 

We were impressed by the job Line 
Material did in Electrical World 
Seven pages in a row on different L-M 
products. There was no effort made to 
give the ads a family resemblance 
layouts, signatures, typography, color 
are varied—but the quality is high 

We're envious of the soft job of 
whoever writes Kent-Owens copy 
and is fortunate enough to get it ap 
proved. Picture of a girl aft on a 


7 


Line Material 


speedboat. Headline that says “Breeze 

Right Through Tough Selling Jobs.” 

Copy continues the nautical theme: 
Now is the time to “chart your 


course” to greater production and 


lower costs with Kent-Owen- 


Milling Machines. 
Next the hard (7?) sell: 


Designed for top speed and accu 
racy where the going is tough . . . 
ruggedly built . . . efficient . . . de 
pendable. Expecially, you'll like the 
many practical features of Kent 
Owens Machines that save job-time 
and labor. 

This ad reads as though written by 
seme one who doesn’t know a darn 
about milling machines—and is try- 
ng to cover up his ignorance with 
advertising cliches. 

We, who “play God” here, get apo- 


Master Electric 


SVAN ELECTR, 


F. J. Stokes Machine 


plectic when our own clients insist that 
we commit advertising crimes which 
we have publicly but anonymously 
deplored, 


We're afraid that, with the excep- 
tion of Paul Rand, there’s very little 
original work being done in the field 
of layout. However, we'd like to call 
to your attention, nearby, the repro- 
ductions of a few current business pa- 
per ads, some good, some bad, that at 
least represent an effort to escape the 
conventional. 

F. J. Stokes’ illustrates moldings. 

Master Electric's is white type 
against red. 

Link-Belt’s rectangles are in var- 


(Continued on page 78) 


Link-Belt 
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Installing is the plumbing-heating contrac- 
tor’s function, sure. But his other functions 
are more important to you—displaying and 
selling, for instance. 

Many plumbers have only the installing 
function. They're the one-man shops, the 
cellar plumbers, the self-employed mechanies. 
And any cross-section magazine circulation 
probably includes many such readers, people 
who do little or no displaying or selling. 

That's why the exclusive selective circula- 


tion of PLUMBING & HEATING BUSINESS 


is important to you. It's double-checked to 
sive you aggressive retailers, high-rated con- 
tractors, the cream of the crop. 

That's half our circulation story. The other 
half is: PHB gives you tice as much audited 
contractor circulation as any other magazine. 
Editorial content, readership and service-to- 
advertisers are equally outstanding. 

Let us tell you other reasons why PLUMB- 
ING & HEATING BUSINESS is the hot 
medium to reach the plumbing-heating-air- 


conditioning industry in 1951. 


@ PLUMBING: HEATING BUSINESS 


Grand Central Terminal Bidg., New York 17, N. Y. 
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You know how many customers you have, of course. Do you know the 
details of your potential prospects? Through the Journal's Industry Census 
Bureau you may soon determine how many pects you have for your 
products and services; these will be ratec! qualitatively according to their 


importance in the total industry buying pattern. These prospects are being 
separated geographically, and also according to the job function . . . Write 
our Industry Census Bureau for detailed information on your specific 
problems. This information is being continually gathered by personal calls 
in fields and plants primarily in r that The Oil and Ges Journal may add 
that “next dimension” to its circulation, but the information being assembled 
is so valuable that it is being made available as a service to manufacturers 


. . . The first dimension in circulation is the number of copies delivered. The 
all important “next dimension” is the rating of readers according to their im- 
portance as buyers of your products and services, The LAST DIMENSION in 
circulation is: what happens to the copy when it is delivered to the RIGHT 
PEOPLE. Is it read? ... We are eaten to show you unquestionable proof 
of the extent of readership we have among these right people (your custom- 
ers and prospects). If you care to recheck these results yourself, we will 
pay the cost of doing so! 


PUBLICATION OFFICE: 
211 S. CHEYENNE AVE. 
TULSA 1, OKLAHOMA 


YORK, CHICAGO, 


x 
| 
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Miller Co 


Trent Tube 
Kovo 


Landis Tool 


New Britain Machine 


Wilson Rubber 
Copperweld 


International Graphite 
Crucible 
Petty 

Plymouth Cordage 


(Continued from page 74) 
ious shades of orange and brown. 

Miller Co.’s is black-and-white. 

New Britain Machine's has a slight 
touch of yellow in the first word of 
copy, in the signature and in the dia- 
gram. 

Landis Tool’s uses red for the hor- 
izantal bands and here and there in 
the copy. 

International Graphite’s is black- 
and-white. 

Crucible’s has red on the sword- 
swallower's garment and a fine line 
around the word “Fine” in the signa- 
ture. 

Trent Tube's circles are green. 

Wilson Rubber’s is black-and-white. 

Petty’s uses aluminum ink. 

Kovo’s uses yellow lines and panels. 

*#We think Kovo’s is the best by 
far. Copy is fine, too. Headline is 
“Not Many Automatic Looms Run 
at 220 Picks per Minute.” Here are the 
three blocks of copy: 


This Is Obtained By pertect balance 
of all moving parts and smooth and 
faultless weft change even at the top 
speed 

The heart of our weft replenishing 
motion is the patented 

telescopic level combining three func- 
tions at the same time, i.e. 


shuttle position checking 
weft change indication and 
weft end cutting 


Kovo’s address, incidentally, is 
Praha, Czechoslovakia. There won't 
be time for Bob Aitchison to get the 
names of the Czechs who laid it out 
and wrote it, but it’s a winner all the 
same. 

Say what you will about what he 
says, Walter Winchell has a real knack 
of saying wu. 

We suspect that knowing a product 
well—almost lovingly—helps more in 
writing convincing copy than literary 
skill does 

The Copperweld ad is so cute it's 
painful. The minute hand is the “pop- 
ular 3-wire distribution conductor” : 
the hour hand is “a typical 7-wire 
transmission conductor”: and the 
hour symbols are cross-sections of 
other conductors. Headline is “A 
Timely Suggestion.” Ouch! 

What's happened to the Plymouth 
Cordage ads? In addition to making 
no sense at all from the screamers 
running down the side of the ad. we 
were dismayed to find that some 
pretty important copy was buried 


Continued on page 82 
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IF YOU WANT TO MOVE A PRODUCT, PUT | —--EEE BEHIND IT 
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PUMPS AND COMPRESSORS 


- The dollar (and page) volume of pump, compressor 
and related accessories advertising in POWER 
is exceeded only by that volume in three publications 
covering two major vertical fields: 
petroleum and chemical. So, when you want to reach 
the key buying influences for these products 
in all industry... in manufacturing plants, utilities 
and service industries ... and when you want to tap 
the richest concentration of power-goods 
buying power in the world... 
put POWER behind your sales campaign. 
Most advertisers know POWER has served the leaders 
in this field since 1882 and is their recognized authority. 


A McGRAW.-HILL PUBLICATION 
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| if you’re selling to the manufacturing industries... be 
THE PLANT OPERATING GROUP Pt 
ist 
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The Plant Operating Group is numerically the 
largest group of management men in the 
manufacturing industries. FACTORY has more 
paid circulation and more readership in this 
group than any other magazine. i 


Check for yourself in the plant organization you know best—how many 
Purchasing Agents are there in the plant? How many Presidents? Then, 
compare the number of plant operating men needed to carry on manufac- 
turing with the number of management men in any other group. You'll 
find that by long odds, plant operating is numerically the largest group. 


It’s because there are more plant management men to be seen and sold 
by your salesmen that a greater share of this sales job needs to be done 
by advertising. And it's more important than ever to insure that your i 
advertising appears in the magazine that reaches the most men and has 

the most readership in the plant operating group. 


Time after time, study after study shows FACTORY with more reader- 
ship among plant operating men than any other magazine in its field. But, 
asking “What do you read?” may be only a memory test. If you can 
find which magazine a mar. prefers, then you know which magazine he’s 
spending his time with. When plant operating men have been asked in i 
readership studies “Which magazine do you prefer?” FACTORY has 

shown an outstanding margin over any other publication in its field. 


That's one of the reasons why FACTORY carried a greater dollar volume | 
of advertising in 1949 than any other monthly industrial magazine, and 
carried substantially more pages of advertising than any other magazine 
in its field. 


330 West 42nd Street, New York, 18,N. Y. 
member, audit bureau of circulations - member, associated business publications 
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New York Belting & Packing 
Continued from page 78) 
deep in this many-times-done ad. 
We wonder if anybody has some 
nominations for Ad-Man-o}-the-Y ear. 
It's gratifying to us who cham- 
pioned them so long to see the in 


creased use of editorial techniques 


We admit that the New York Belt 
ing & Packing ad which pictures and 
praises a Portland, Oregon, distributor 
for having given a customer some 
service in an emergency will undoubt 
edly do the distributor some good, 
but we can't see how it will do 
NYBSPC any good except with that 
one distributor. 


lt seems to us most illogical to 
write the copy first, then the headline 
But we've often improved a headline 
after completing the « opy 


kit's really soap opera technique 
Railway Express is using. Title of one 
ad is “Wooed and Won.” and there 
are portraits of her who was wooed 
and of him who won. The latter, one 
Harry Foy, “Il years an Express 
Man,” tells the story in what are sup 


posed to he his own words: 


Cecelia Hendrickson, Bulova Watch 
Co. calle, Telle me Bulova ix plan 
ning to break nation-wide prome 
tien on a new series of watches. Acks 
me if | can make delivery of the new 
watches to 10,000 dealers across the 
country —all on exactly the same date 
I tell Cecelia that I'm the kind of man 
that can be depended upon. That | 
never mixx an important date. My 
gentle treatment and speedy delivery, 
exactly as promised, completely wins 
Cecelia. From now on, I'm the man 
for her when it comes to solving ship 
ping problems, And as you can see 
in the picture below, the new Bulowa 


Railway Express 


I delivered is doing a litth wooing 
and winning itself when it comes to 
sales. 


Subhead is “Or How I Make Time 
with Bulova.” 

Corny, isn’t it? But good corn, 
very good. Written by Joun Ricor 
and Ricuarp Nixon of Fuller & Smith 
& Ross, New York. 

We think it was unfortunate—but 
we got a laugh out of it—that Cen- 
tury Plastic Products picked the head- 
line “Any Way You Look at It, the 
Puritan Is the Outstanding All-Plas- 
tie Toilet Seat.” We would think the 
range of viewpoint is rather limited. 

We can’t make up our minds wheth- 
er it's better to write copy longhand 

with an eraser) or on the typewriter 
(with plenty of xxxxxx), but we're 


Erie Malieable Iron Co. 


Is The Outstanding Ail- Plastic Toilet Seat 


— 


Century 


envious—and suspicious, too—of the 
fellows who are supposed to be able 
to dictate their copy. 

We came upon some old space wast- 
ers this month. Here they are, with 
the dust dusted off—we're sure you'll 
remember them. 

soldiers drilling: “Each Motor Uni- 

form in Appearance and Perform- 

ance”—Emerson Electric 

“The Proof of the Pudding” 

Monarch Machine Tool 

“Tomorrow's Starter, Today!”— 

Westinghouse 

Scotsman, with headline “Econ- 

omy” lettered in plaid—Buffalo 

Pumps 

symphony orchestra: “Power 
Transmission Should be a Sym- 
phony .. . not an Aggregation of 
-Link-Belt 

Only ones missed were the light- 
house and Old Faithful! 

People who say “Now, | don’t pre- 
tend to be a copywriter,” do. 

We have news for Erie Malleable 
Iron Co. We don’t think their ad will 
get read. Cut-out halftone of a wheel 
superimposed on a line drawing, in 
blue, of Napoleon conferring with 
an officer, and running across this 
blue are two lines of black type that 
are nearly undecipherable in the con- 


Soloists”- 


fusion. 
Here's how the copy starts and as 
far as we went with it: 

In the logistics of War and Peace, 
food, clothing and the components of 
shelter are the red corpuscles in the 
nation’s life blood . . . Their world 

(Continued on page 87) 
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CONTRACTORS & ENGINEERS MONTHLY not 
only acts like a champion—it looks like a champion. 
It has all the good points of a champion. 


Every one of its newspaper-size, newspaper-styled 
pages invites the eye with live, news-laden editorial 
material, copiously illustrated. C&E Monthly looks par- 
ticularly handsome to advertisers as there isn’t a display 
ad in the book that isn’t next to editorial copy 

C&E Monthly's good looks are more than skin-deep. 
For its pages are delivering more solid, geared-to-the- 
reader editorial material than any other monthly in its 
field—and a higher ratio of editorial content to 
advertising. 

Here is a magazine that is more than a bench 
champion for “class.” C&E Monthly is a field champion 
for performance. Our fast-moving, wide-ranging editors 
spend two-thirds of their time out covering the con- 
struction field from coast to coast. They flush not only 
the big, spectacular jobs, but also those that have 


Four Major Facts about C&E Monthly 
1. It carries more editorial material than any other 
monthly publication in the field. 


2 it also carries a higher proportion of editorial to 
advertising content 


3 C&E Monthly carries more display advertisers than 
* any other monthly, and, 


4. More exciusive advertisers. 


unique features, big headaches and knotty problems. 
C&E Monthly covers jobs where new techniques are 
born, where ingenuity grapples with a bundle of bad 
breaks and builds another monument to American 
resourcefulness. These stories spice the pages of C&E 
Monthly and make it required reading for contractors, 
highway engineers and distributors in the heavy con- 
struction industry. 


Another type of game our editors flush that helps | 


our readers is new equipment and material items. CKE 


Monthly consistently outscores its field in this depart- 


ment. 

This leadership pays off in readership and produces 
inquiries and orders for advertisers. It helps explain 
why CONTRACTORS & ENGINEERS MONTHLY 
carries more advertisers, and more exclusiwe advertisers 
than any other monthly in the construction field 

A 2-line inquiry will bring you the facts you want 
about the huge construction market. 


the NEWSpaper of highway and heavy construction 


470 Fourth Ave., New York 16, N.Y. 
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Who Are the Real Buyers? 


In every metalworking plant that buys machine 
tools, small tools, materials, or equipment in vol- 
ume, purchases are controlled by a group of engi- 
neering and manufacturing executives who form 
an inseparable, decision-making team. Many of 
these men work behind the scenes; most of them 
are inaccessible to salesmen, yet all of them 
function together . . . because every step in the 
manufacture of a metal product is related to every 
other. Production executives alone do not have 
complete authority to buy production equipment ; 
they must take into consideration the problems 
of the tool engineers, product designers and other 
executives with whom they work. Likewise, engi- 
neers alone are not responsible for specifying 
tools, materials and accessories, but must consult 
with production men regarding the manufactur- 
ing processes which their selections involve. One 
man may sign a purchase order, but many engi- 
neering and manufacturing executives contribute 
their knowledge and experience in making the 


final selection. 


CHINE 


..» Where Are They?... 


There are approximately 42,479 plants in the en- 


tire metalworking industry. The real volume- 


producing plants, however, are comparatively 


few. While over 19,000 plants employ over 20 


men, only 4,235 have over 100 employees. Be- 


cause of this tremendous variation in size, circu- 


lation figures can be misleading. Compare the im- 


portance—to you— of the Works Manager of a 


large automotive plant with that of the manager 


of the little metalworking shop down the street. 


Yet both are a “unit” on a subscription list, and 


both are classified in the same category on a cir- 


culation statement. And so the advertiser who 


wants to reach the real buyers of metalworking 


equipment must first make sure that his adver- 


tising is going to the important, volume-purchas- 


ing plants. Then, in addition, he must make cer- 


tain that it is being read by the right men in those 


plants... not by just the production men, not by 


just the engineers, but by the men in every ae- 


tivity and at every level of authority who have a 


voice in making purchasing decisioris. 


‘ 
| 
a 
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| 
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| 
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Metalworking’s Management Team? 


How MACHINERY Reaches Them 


MACHINERY’S combination of paid circulation 


and Directed Distribution assures penetration to 


the real buying influences. Under this plan, we 


maintain contact with the key executives in the 


country’s major metalworking plants. Most of 
these men have long been subscribers to MA- 
aie CHINERY, but if we locate a man who is not-— 

and if our investigation definitely proves that he 
a has real purchasing authority—then we send him 
a personal copy of MACHINERY every month. 
Approximately 18% of MACHINERY’S total 


4 ke circulation is Directed in this manner. All of the 
SF, men who receive Directed copies must request 

77 continuance of this service at six-month intervals, 


and it is highly significant that we get a “renewal 


. 


request” from this group of top executives of 
95.8%. Directed Distribution. plus selective sub- 


scription selling, makes sure that your message 


| % penetrates the volume-purchasing plants thor- 
ry oughly and reaches metalworking’s real buying 
authorities. The Industrial Press, 148 Lafayette 
=| Street, New York 13, N. Y. 


Production in the Manufacture of Metal Products 
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You want to be in the picture when the buy- 


ing decision is made. 


| Your salesmen can't always see all of the 
| men in a foundry who have a YES or NO 

vote. But your advertising in FOUNDRY 
) reaches 45,000 of these men in every worth- 
| while foundry in the U.S.A. and Canada. 


' No other publication reaches so many foun- 
dries or enjoys so much cover-to-cover 
- readership. No other publication exercises 


Helping You Sell To Foundrymen 
WHEREVER METALS 


so great an influence upon the men who 
influence foundry buying. 


Your advertising in FOUNDRY pre-sells them 
on your products—paves the way for your 
salesmen—and speeds up the necessary 
selling process. 


FOUNDRY puts you in the picture when the 
buying decisions are being made. If you'd 
like to know what's in it for your company, 
just tell the FOUNDRY representative you 
want to see the file on Foundry Market Facts. 


45,000 READERS 


ARE CAST 


Cleveland 13. Penton Budding Mam 1.8260 Chicago |), 520 Michigan Ave + Whiteball 4-1234—New York 17, 60 £ 42nd St. + Marray 2-2561—Detroit 2, 6560 Cass Ave. 
Madison Pittsburgh 19. 2837 Hoppers Bldg. + Atiantic Angeles 4 130 New Hampshire Ave. + Dunkirh 2.1758—London, 2 Carton St. + Westminster, 1 
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Sklar 


Instruments are respected for their 

excellence of design and functional 

efficiency. 

Da-da-dada-da-dada-da. 

Advertising sells best when it helps 
most, 


(Continued from page 82) J. Sklar Mfg. Co. is guilty of the 
worst headline of the month—*“Lead- 
and also the worst illustra- 
reproduction of the movie 


Oscar—and the worst copy: 


wide movement depends upon wheel- = 
Fast, Safe, heels . . . Erie ership 
Wheels of course. tion 


Honestly, fellows, isn't that just 


awful? Foresight .. . the ability to envision 


future possibilities, is one of the 
major qualities of leadership. An in 
tuitive process stemming from long 
experience, it is foresight (together 
with enterprise and skill) that enable 
J. Sklar Manufacturing Company to 
consistently anticipate surgical trend. 
and needs. Collaboration with medi 
cal and surgical authorities—culmi 
nating in the development of several 
thousand varied instruments for the 
profession, provides an unparalleled 


Success stories that are too short 
may fail to give enough information to 
permit the reader to relate the situa- 
tion to his own. Success stories that 
are too long may fail to hold interest. 
See what American Brass did: 

SHORT, SHORT STORY 

1. Latch assembly on deep freeze 


cabinet was made of steel. 
2. Parts rusted -— plating peeled 


Whenever you feel like making a 
strong statement about how much bet- 
ter your product will do something 
than anybody else's, remember hou 
Charlie Luckman used to challenge 
copy claims with “Wanna bet?” 


We'd like to nominate for almost- 
the-worst headlines of the season: 


Performance Plus—F¥riden 


Quality—Service—Oilite 


Perjormance and Economy Are 


springboard for the creation of ever 
new and important surgical requi 
sites. Pabricated domestically by 
skilled artisans from highest quality 
American-made Stainless Steel, Sklar 


owners complained. 
3. “Covert” switched to brass—saved 
customer set. 
4. Better product—neo complaints— 


everybody happy. 
An additional paragraph elaborates 
for those who are interested: 


Combined—F ederal-Mogul 
Uniform Quality Is Important—U. 

S. Industrial Alcohols 
Osear C. Rixson 
Youngstown Preferred 

town Sheet and Tube 
Through Research 
A. O. Smith 
Kinney Mfg. 


It's as simple as that. Cost of the 
brass (weighing less than a pound in 
the finished parts) was higher. Fab 
ricating cost and procedure were ex- 
actly the same. However, the cost of 
buffing the 70-odd square inches of 
exposed area, before plating, was cut 
in half and this, plus the elimination 
of rejected parts, effected a net sav 
ing of 30¢ per set over the extra cost 
of the metal. 

In small type under the illustration 
are the specification data. Well han- 
dled by Orro H. Nrenporrr, technical 
editor, advertising department, Ana- 
conda Copper Mining Co., New York. 

When all of us are so busy why do 
business paper advertisers bother us 


In Appreciation 
Youngs- 


Dependability 

and Engineering 

Too Good To Miss : 

1880 Piping Methods Were Fine in ‘i 

the Fighties—Rie-Wil Co. 

Finest Made—A. C. Atkins : 
We were also about to include 
Alcoa’s in this list—“You Can Do 
What You Doodle.” But then we 
found it makes sense when you exam- 


T. SHORT STORY 


ine the illustration and read the copy: 
The most sensible design for a 
product often involves zany shapes 
that look like horses or giraffes or 
things that never were. More times - 
than not, the most faithful expres 
sion of such shapes is in Aleoa Extru 
sions. American Brass 


with such queries and reminders as: 
Pearl-Wick’s “Why Waste Time on 
Little Ones When You Can Catch 
a Whale?” 
Reynolds Metals’ “Why Buy a Pig 


AnaconnA 
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If it’s used 
on boats... 
>... it’s sold 
in YACHTING 


YACHTING PUBLISHING 
CORPORATION 
205 E. 42nd Street 
New York 17. N.Y. 


Tel. MUrrey Hill 9-0715 


to Get a Pork Chop?” 

Allen-Bradley’s “You Wouldn't 

Hunt Rabbits with a Cannon!” 

Don’t they sound silly when you put 
a bunch of them together? 

Maybe it’s because it has been cir- 
cus time, but we've certainly encoun- 
tered a lot of animals in our business 
papers. In addition to the above: 

elephant: “Nature Didn't Intend an 

Elephant to Have the Speed of a 

Horse” Spicer Mfg. 

hippo: “Dayton Cog-Belts Take a 

Bite Out of Costs” —Dayton Rubber 

seals: “It Takes a Bit of Practice” 

Comptometer 

turtle: “Want to Know Why I Live 

So Long Koppers 

And the circus is further repre- 
sented by the drummer in the brass 


the bony 


band—Firestone Plastics’ “Strike Up 
the Band.” 

*But Simmons Co.—like Bundy- 
weld whom we've mentioned before 
in this connection and Synthane who 
uses its turtle trade character most 
appropriately—does a dandy job with 
animals. In an ad addressed to hotels, 
it tells the story of “Beautyrest . . 
and the Three Bears”: 


Baby's a bear for comfort—like +o 
many hotel guests whe prefer the 
luxury of individually pocketed coil 
springs found only in Beautyrest mat- 
tresses. 

Papa’s a bear for punishment— 
finds Beautyrest can take it. * * * 
Three-Star Crash-Proof Border and 
other quality construction features 
make Beautyrest last far longer than 
ordinary mattresses. 

Mama's a bear for value—looks far 
and wide, finds nothing to compare 
with all Beautyrest quality features at 
a cost of less than a penny and a 
half a night. 


This Is followed by: 

Fact 1. Only Beautyrest mattresse- 
have 837 individually pocketed coil 
springs that give firm, uniform sap 
port—without the sag found in ordi 
nary innerspring mattresses. 

Fact 2. U. S. Testing Laboratorie- 
regularly tests all kinds of mattresse- 
with this 275-poeund roller — find- 
Beautyrest far outlasts all other mat 
tresses tested. 

Fact 3. Beautyrest is guaranteed 
for ten years (and many last far 
longer), brings your cost for the best 
in guest comfort to less than 1! >) cents 
a night. 

That’s one consumer advertiser 
who didn’t let the office boy write the 
the trade ads. A good hand with ani- 
mals and bedtime stories is Brit On- 
NEMUS, copywriter at The Buchen Co., 
( hic ago. 


—The Copy Chasers 
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not enough... 


For speed is vital and pat-a-cake methods are old hat 

in today’s gigantic baking industry. Accelerated production, 
streamlined packaging methods, plus swift distribution systems 
have made baking one of America’s most progressive industries 


BAKING IS BIG!...A $3 BILLION a year industry 
. an impressive production figure; BUT it is only a 
part of the huge $33 BILLION FOOD MANUFACTURING 
sustness; and Bakery processing requirements for 
equipment, supplies and raw materials are little dif- 
ferent from those of other food manufacturers. 


For Food Processing is a single industry. All its 
branches have common operations and problems. . . in 
production, packaging, storage, materials handling, 
and distribution ... problems solved by the use of the 
same or similar equipment. 


Bakery executives, like management and production : 
men in other branches of the food business read 
Foop Inoustaies. For only FI supplies the latest 
reports, articles and process flowsheets plus up-to-the- 
minute news on every branch of the industry. 


Foop Inpustries reaches the men who buy 
equipment, machinery, supplies and raw materials in 
food plants. To have your advertising sell the right 
people throughout the food manufacturing market... 
use Fooo INpustries, the only paid magazine exclu- 
sively serving all of the food processing field. 


Food 
Industries 


A McGRAW-HILL PUBLICATION 
t 


“> 
j Baker's man, bake me 4 coke 
a cake | 
i| fast | 
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By ROBERT NEWCOMB and MARG SAMMONS 
Employe Program Pans Out 
for Canadian Mining Co. 


: SUPERVISORS, key men in the Hollinger mines communications program, are 
: kept well informed by management. Here a group of mine supervisors receive ex- 
planation of plans of mine workings. 


GOLD MINERS at Hollinger Consolidated Gold Mines, Timmins, Ont., await 
signal from mine cage to go down the shaft to their working places. 


Employe Communications - Public Relations 


The company executive who admits to 


multiple frustrations when he attempts 
to establish good employer-employe 
relations within his small plant doesn't 
know what a headache is. He suffers 
the minor harassments of labor short- 
ages, jurisdictional disputes, alleged 
misquotations by the press and high 
taxes, but what he’s really got is a 
bed of roses, and he should be pleased 
with himself. 


IVE hundred miles north of To- 
ronto, as the rails were laid, and 
200 miles south of James Bay, is the 
town of Timmins, Ont. It started as 
a brawling gold boom camp in 1909, 
when prospectors swarmed into the 
area with their picks and tents, and 
today it is one of the largest and 
richest gold areas on the continent. 

Although Timmins itself is a busy, 
modern industrial community of some 
S000) people, it is bedded down in 
the rugged and rocky timberland of 
the North. There are few farms, and 
less than ten miles in any direction is 
virgin bush. Lakes nearby are the 
sort of things fishermen dream about, 
and many of these, as well as certain 
mining areas, can be reached only by 
plane or by canoe. 

On the outskirts of Timmins is 
Hollinger Consolidated Gold Mines, 
Lid., an organization which pioneered 
not only in the extraction of gold ores, 
but* pioneered also in developing, in 
this robust section, a modern and 
workable program of communication 
with employes. Like the old-time min- 
er who set off through the bush, Hol 
linger had to blaze its own trails in 
communication. There was little in the 
archives of American industrial ex- 
perience to serve as a guide. 

Hollinger, in building its communi- 
vation program with employes and the 
community, faced many problems. 
Timmins is a community of many 
racial groups; 44% of the people are 
f English extraction. 38% are 
French-Canadian, 5° are Italian, and 
there are additionally Finnish, 
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Sales Approach 


To Pacific Northwest Business 


HOW: First—by recognizing the fact that the Pacific North- 
west has big construction and building programs underway. 
Second—by strong personal sales work. Third—by maintaining 
an aggressive regional promotion program. 


WHAT Goods and services required by the light and heavy 
construction industry and the potent forest products industry, 
are in brisk demand. 


WHEN: Every business day of the year. The Pacific North- 
west is a four season market with only a mild slow-up during 
the winter. 


WHERE: Advertising to the construction field, the broad 
industrial field, the lumber industry of the Pacific Northwest 
belongs in the Daily Journal of Commerce. 


WHY: The Daily Journal of Commerce is a 1000% business 
newspaper. Published in Portland, six days a week for the past 
55 vears. Read closely by business men, construction men, og- 
ging men in Oregon, Washington, Idaho. Survey shows 111/ 
readers per copy. 


Consult your advertising agency or write for rate card and sample copy. 


711 S. W. i4th Avenue . Pordand 7, Oregon 
WORKING TOOL OF PACIFIC NORTHWEST BUSINESS 
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CORRECT use of a hammer drill is being shown to new mine employes by Hol- 


once a day, but maintains good communications through the employe publication, 
bulletin boards and group meetings. 


Ukrainians, Polish, Rumanian, Chi 


mining operation is performed. From 


| linger supervisor at right. The supervisor sees his teams of miners usually only 


nese, Latvian, Liths and several others. 
Varying interests and activities, dif- 
ferent levels of educational back 
ground and the jnability of many peo 
ple to read and write English—these 
were factors that made going tough 
Gold mining and pulp and paper are 


the only industries of the district: 


Hollinger is the largest of the mines 
in the area. 
| That was the rough-hewn frame 
work on which Hollinger sought to 
build a two-story program of com- 
munication—first within the mines, 
and second within the community 
The company started with its own op 
erations and its own people. Unlike 
a manufacturing plant. where em- 
ployes are grouped by the nature of 
their work, or by the buildings where 
it is performed, Hollinger employes 
are scattered through many miles of 
underground workings 

The mine property covers an area 
on the surface in excess of 1200 acres, 
and the workings extend to a depth 
of 5450 feet. Some 38 working levels, 
with more than 300 miles of under 
ground railway, provide separate 
working places for more than 60°~ of 
the company s DOOM) « mployes 

The miners work in teams of two 
or four men—each team has its own 


working place where the complete 


2 


the time a team or crew leaves the 
cage that carries them down in the 
mine, until they return to the surface 
some eight hours later, the men may 
have no direct contact with their 
fellow workmen. Each level is super- 
vised by a shift boss who visits each 
crew once, or perhaps twice, during 
each shift. During this short visit 


,_ probably no longer than ten minutes, 


the men are given general instructions 
For the rest of the time they work 
without direct supervision. 


Individuals at WV ork 


These limited contacts with super 
vision and with other employes make 
necessary the use of good devices of 
communication. Men working prac 
tically alone develop a high sense of 
individual responsibility, but because 
they develop it, they are more than 
passably curious about what's going 
on in the company. This curiosity is 
whetted by the fact that a three-shift. 
24-hour day, restricts personal contact 
still further, and men of different 
shifts may go for weeks at a time with 
out seeing one another 

Hollinger has developed a good flow 
of two-way communication avithin the 
mines. As he should be. the super 
visor is the key man. To put the super 


visor in the position where he himself 
is informed, the company first set up 
a genuine open-door policy through- 
out all levels of management. Under 
this arrangement, a supervisor may go 
right to the top management for a 
policy interpretation. 


Procedure Manual 


But the company realized that, while 
top management should be available 
to supervision, supervisors should not 
have to seek out information except 
in special circumstances. A_ special 
“procedure manual” is one of the 
many means of keeping supervisors in- 
formed. What makes this manual bet- 
ter than average is that its content gets 
the supervisory nod before it bec omes 
law. Every policy is discussed by 
senior staff, reviewed by industrial 
relations, and then thrown open for 
the supervisors to take part. Super- 
visors thereby have a strong voice in 
policy matters. 

Hollinger issues a management 
hewsletter to supervisors also. It 
covers major matters of company in- 
terest, but it goes far beyond these 
limitations in discussions of general 
topics such as legislation, national 
economics or developments in any 
field that might interest the supervisor. 

The company distributes still an- 
other publication to supervisors, called 
“Supervision,” produced entirely 
within the company offices. It carries 
production reports, safety records, 
data on absenteeism, labor turnover. 
and national, industrial and labor 
trends and developments. The publi- 
cation takes on a personal touch, with 
news of supervisors, promotions. ap- 
pointments, retirements, as well as 
births, deaths, marriages and other 
bona fide news events within the su- 
pervisory family. 


Training Conferences. Courses 


Training conferences are another 
means of sharing information with 
SUpe;ry sors. 1 hese conferences are 
set up and conducted by the industrial 
relations department as a service to 
the divisions concerned. Pre-super 
visory training courses are also given. 
to prepare employes for promotion. 

Groups of emploves are chosen by 
their supervisors for two-week super 
visorvy training courses, held from 
time to time. These latter courses in- 
clude detailed tours of the surface op- 


INDUSTRIAL MARKETING. September, 1950 


4 

. a 

| 

( 
| 

= 


Look who the 


circulation men are for 
CONSTRUCTION EQUIPMENT 


magazine! 


See that fellow on the left, demonstrating a tractor- 
scraper to the superincendent on an earthmoving 
job? He's one of the circulation men for CONSTRUC- 
TION EQUIPMENT. 

That's right — construction equipment distribu- 
tors’ salesmen — more than 700 of them, working 
every trading area in the United States and Canada 
— maintain the circulation of this unique, new 
magazine. They are the only men who know, the 
only men who can know who the real buyers are, 
and where to locate them, in the constantly shifting 
construction market. 

These salesmen work hand in glove with con- 
tractors and other users of construction equipment 
in their territories. The moment a job is started, 


America’s Fastest Growing Trade Magazine 
A CONOVER-MAST PUBLICATION 
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they see to it that CONSTRUCTION EQUIPMENT is on 
the job, in the hands of those vested with the respon- 
sibility of buying construction equipment — when 
they're in the market to buy! 

That's one of the reasons why such a high propor- 
tion of inquiries result in sales for CONSTRUCTION 
EQUIPMENT advertisers ... why the number of these 
advertisers has quadrupled in the last six months! 

Find out, fully, how CONSTRUCTION EQUIPMENT 
magazine's unique circulation method works, and 
how it can work for you. See how America's fastest- 
growing industrial magazine cuts the cost of selling 
to the construction industry. Write for brochure 
today. Construction Equipment, 205 East 42nd 
Street, New York 17, N. Y. 
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Ghar, translate those techniques revéaled by the 
JOURNAL into their future models. 


Keop shead of the devign stage by offering your product 


the SAE JOURNAL 


Component performance 
criteria 


* Uses for materials 


+ Cost-saving design methods 


+ More efficient ways to oper- 
ate vehicles, aircraft, and 
other equipment 


* More economical produc- 
tiem 


+ | ..entials of product appeal 
and aeceptance 


* Safer’ whicle and aircraft 
operation 


* How your product can 


them to achieve these 
teria 


here and how your prod. 
possible 


uct makes these uses 
Why your product can re- 
duce automotive and air- 
craft costs 
How your product shrinks 
operating costs 
Where and how your ma- 
chines, materials, or equip- 
ment reduce fabrication 
costs and inerease output 
How your product enhances 
appearance or saves on 
aintenance to aid market- 
ability 
Why your product mini- 
mizes accident - producing 
failures and operational 
errors 


*#Official publication of the Society of Automotive Engineers 
Circulation over 21,000... Goes into more than 5,000 organ- 
izations ... Reaches every important engineer and executive 
engaged in Automotive and Aircraft manufacturing. 


SAE JOURNAL 


For buthoritative “Facts on 


84 INDUSTRIAL AND BUSINESS MARKETS 


and detailed media presentations of over 


200 PUBLICATIONS 


see your copy of the new 1950 edition, 


MARKET DATA NUMBER 


INDUSTRIAL MARKETING 


erations of the mines, as well as trips 
underground, so that potential super- 
visors have a clear picture. Training 
courses and conferences for super- 
visors are also conducted periodically 
to meet local and division needs, and 
these courses include training in job 
instruction, method improvement, job 
relations, organization principles, 
leadership, accident prevention and 
other subjects. 

The company wisely asks for frank 
appraisals of these courses. Sugges- 
tions and recommendations go to top 
management. If ideas are good, they 
are used, 


Complete Package 


Hollinger has developed a good 
bulletin board program. Supervisors 
receive the announcements before they 
go on the boards. Thus, supervisors 
at times have been able to spot weak- 
nesses in announcements, and the 
criticism has reached management in 
time to make the needed corrections. 

Supervisory meetings round out the 
program of communications for su- 
pervisory personnel, Subject range is 
wide. Although conducted on a busi- 
ness-like basis, with specific areas to 
be covered at each meeting, supervis- 
ors join in the discussions freely. De- 
partmental heads are frequently called 
upon to discuss departmental opera- 
tions. Special meetings are held to 
introduce visiting officials, as well as 
representatives of other mines. 

It's a complete package for super- 
visors, the key men of communication 
in any industry anywhere. 

The sharing of information con- 
cerning Hollinger begins with the new 
employe before he starts work. The 
induction program is no let’s-get-it- 
over-with-quickly affair: the new man 
isn't briefly briefed—he gets the whole 
works, step by step. Much time is 
spent in key departments and divi- 
sions, where the new employe sees 
how the work he himself is going to 
perform ties in with gold production. 
He gets acquainted with his supervis- 
or, finds out where he is to work and 
what's expected of him. Safety. ex- 
tremely important in any indoctrina 
tion program in the mining industry, 
receives a lot of time and attention. 

“The Hollinger Miner.” a large 
size, pictorial type of employe publi 
cation discusses company plans and 
polic department activites, safety 
news and articles, credit stories for 
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Management men _ constitute 
50% and purchasing agents 
constitute 50% of the users of 
MacRAE’S BLUE BOOK. 


Purchasing agents comprise 
50.7% of the users of this familiar 
buying guide. The remainder con- 
sists of those whose administrative 
functions also include that of pur- 
chasing and specifying: managers, 
superintendents, presidents, vice- 
presidents, treasurers and secre- 
taries, owners, partners, etc. 


Of the users, 77.7% state that 
they and others in their department 
refer to MacRae’s Blue Book “‘fre- 
quently.” Based upon their needs, 
this may mean several times a day, 
a week, or an hour. 


MacRAE’S BLUE BOOK produces more 


productive inquiries 


Hundreds of comparative records 
prove that, in quality of purchase in- 
quiries — from the most important 
purchasing points in American indus- 
try — MacRae’s Blue Book is undupli- 
cated. Purchasing and specifying 


officials show a decided preference for 
this time-tried source of reliable pur- 
chasing information. This preference 
for MacRae’s Blue Book is reflected in 
the productiveness of the responses 
advertisers receive. 


Advertising in MacRAE'S BLUE BOOK is effective around 


the calendar 


MacKae’s Blue Book is used con- 
stantly throughout the year. When 
each new annual editon is published, 
some used copies are returned to the 
publisher for re-issue to less important 
purchasing points. The great majority 
of copies are passed along by the users 
themselves to subidiary purchasing or 
specifying offices in their own or 
neighboring plants. Nearly every old 


copy of MacRae’s Blue Book remains 
in use until it begins literally to fall 
apart. 

It is conservatively estimated that 
fully 75,000 copies of MacRae’s Blue 
Book are in use at any one time. 

For 57 years, MacRae’s Blue Book 
has proved to industrial advertisers 
the value of its pages for the presenta- 
tion of their messages. 


MacRAE'S BLUE BOOK 


18 East Huron Street 
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Catalog of 


EXCITING 
FRUIT GIFTS. 


from : j 

Mission Pak 

a 
1} 


shows 45 Wonderful 
Suggestions 
for Remembering those 
You Want to Remember You 


This beautifully illustrated book is 
used by many of America’s leading 
corporations to solve gift problems 
YOU will find in it luxurious, impres- 
sive trurt gitts for important customers 
and prospects; gifts for employees; 
budget” gifts for more general 
giving. Each is excitingly colorful 

dramatic, delicious, appreciated—and 
REMEMBERED. Mission Paks are 
home for enjoyment by the 
Ic's easy to give a Mis- 


4 nd 


taken 
enure tamily 
sion Pak—no shopping, no wrapping, 
no mailing. Simply order trom the 
natural-color catalog and the gift is 
delivered by Mission Pak. Safe deliv 
ery and satisfaction guaranteed 


Typical of hundreds of letters 
from business givers: 

We with to advise that our customers 
indicate the Mission Pat 
widered sent to them for Christmas were 
Ont of thy World” They all have had 
the highest praise tor them. Thought you 
uould appreciate having this favorable 


vepere Mr. P.O., South Bend Indiana 


boxes we had 


YOURS FREE- 
MAIL TODAY 


Please attach to your bus men letterhead 


Send me full color catalog of Gifts thot 
ore Remembered by Mission Pok of 
Californea No chorge 


Nome 

Componry 

Address 

Stote 


120 €. 
Califeorma 


City Zone 


MAIL TO Mission Pot 
Les Angeles I! 


outstanding service and achievements, 
financial statements and annual re- 
ports of the company. The publication 
has a good departmentalization of 
genuine news items about Hollinger 
people. Its production schedule is 
such that it has nearly the timeliness 
of a daily paper, since news can be 
as recent as three days old when the 
magazine is distributed. Copies go 
not only to employes, but also to for- 
mer employes, business and profes- 
sional men, schools, libraries and to 


other companies. 


| Additional devices of Hollinger Gold 
Vines will be discussed in the October 
issue of INpUsTRIAL MARKETING. | 


IN THE WIND 


Communications activity is stepping 
up all over the country. There are 
those who say that it is the result of 
management's new awareness of the 
need for better employe relationships 
through better communications. There 
are others who point out that there 
are some elections in the wind. 

The fact remains that many good, 
down-to-earth projects are appearing 
on the communications front. Readers 
of this department might like to have 
a thumbnail sketch of several: 


Test Bulletin Board Program 


The mid-west district of public re- 
lations for Borden's recently conduct- 
ed a test campaign at one of its plants 
in Columbus, O. The idea was to de 
termine exactly what people like on 
bulletin boards, and then develop a 
local staff of reporters to feed ma- 
terial 

Twenty reporters were chosen in a 
plant of 150 employes; one of the re- 
porters was chosen to report the union 
news. Tabulation of results showed 
high interest in the project, somewhat 
disappointing activity on the part of 
some of the reporters, but a slowly im- 
proving participation, Gist of the find- 
ings is that the local bulletin board, in- 
volving local employe participation, 
is a sound communications device. 

The test was run at Hamilton Milk 
Columbus: is W. W. 
Wylie. The public relations assist came 

Kienzle, Borden's 
head in that 
co-authored a 


manager 


from Geor ge 


public relations area, 


Kienzle has 


recently 


practical, thoroughly readable book, 
“Climbing the Executive Ladder.” 
(McGraw-Hill, $2.95.) The book has 
a lot of meat for most, especially for 
those on the lower management rungs 
who are commendably looking up. 


Open House, New Style 


Something new in open houses was 
introduced a few weeks ago in Atlan- 
ta, Ga., when the Atlantic Steel Co. 
there held forth. Its show included a 
presentation not only of its products, 
but also those of its customers. The 
event was built around the “Southern 
Agricultural Show,” to 
which customers, stockholders, civic 


leaders and employes and families 
were inivited. 

Any progressive business. manu- 
facturing or otherwise, wants to have 
its operations well understood and 
appreciated by four distinct groups: 
The general public, its customers, its 
shareholders, and its own employes. 
The Atlantic Steel open house created 
a show that each 
group how it fits into the overall pie- 


demonstrated to 


ture of producing and consuming steel 
products. 

An open house, don’t forget, misses 
the boat if ft is created for entertain- 
ment alone. That's not what the thing 
is for, after all. 


Tell the Employes 

Sales literature can be shipped out 
by the carload, but few employes know 
about it. They don’t know what it is. 
or why it’s being sent out. A few 
companies more recently have been 
posting such material on bulletin 
boards; still other see to it that this 
material gets into employes’ hands. 

Diamond Alkali Co., 300 
Commerce Bldg., Cleveland, O., has 


L nion 


gone a long step further in its employe 
magazine, “Alka-Lines.” just what 
these pieces of sales literature are all 
about. An article called “Telling the 
Story of Chemicals You Live by” does 
precisely that. The feature occupies 
three readable pages: publication is 


edited by H. L. Mayhew, Jr. 


Houghton Elects Two Directors 

E. F. Houghton & Co., Philadelphia, 
has elected D. C. Miner, Houghton’s ad- 
vertising manager, and William K. Bar 
elay Jr., partner of Stein Bros. & Boyee, 
to membership on the board of directors. 
Mr. Miner 
hibitors Advisory Council and a director 
of the National Industrial Advertisers 
Association 


is also president of Ex- 
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1950 CANADIAN ISSUE 


Your Off Field Equipment Sales 


In 1949, two years after discovery of Leduc, WORLD OIL told you Western 
Canada was nO “flash in the pan” boom. Three years after Leduc, you know Western 
Canada is the Biggest new marketing orea for oil field and pipe ‘ine equipment. Next 
to the United States, it is the most active single oil areo in the world. 


110 MILLION ACRES UNDER LEASE 


Oil and gas leases now cover 110 million acres in Alberta and Saskatchewan 
provinces, with new acreage being added to the total daily. 


. Production is up, footage is up, completions are up, geophys- 
< ia — ical work is up—and Western Canada equipment sales are up. 


CANADA COMMANDS THE ATTENTION 
OF WORLD OIL MEN 


The size of the area and the prospective oil reserves 
what happens in Canada of vital interest to every 
oil area of the world What develops there can materially affect the 
course of the oil industry on a world-wide scale. In the spotlight 


December 

WORLD OL field editors are in the area developing exclusive edi 
torial data for the December Canadian Issue touring 
on rig floors, contacting oil company officials 


ind problems, with an accompanying full review of Canadian field develop 


activities, its operating 
interest of oil men 


TELL THEM YOU ARE READY 
TO SELL AND SERVICE 


be quiper busers the world over will read WORLD 
1950 Canadian lesue with keen interest. Tell them vou are ready to 
sell therm ind then Nake reservations early 


Publication date is December |. Advertising forms close November | 


involved make 


oil man in every active 


of this 
high interest) WORLD OTL will publish its 1950) Canadian Issue in 


the felds. visiting 


Major editorial emphasis will be on operating conditions. practices, 


ment. The Canadian Issue will bring the area into « lear focus: localizing its 
problems and economics for the widest possible 


wort : 

KY 

| 
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CANADIAN SALES Opportunities 


GEOPHYSICAL 


In August of this vear 123 geophysical crews 


bighest number in Canadian history— were at 
work in Western Canada. This compares with 77 
a vear ago and 15 three years ago. Exploration 
spending now averages about $2,500,000 monthly. 


indicating substantially increased drilling 


DRILLING 


Drilling operations are increasing sharply under the impetus of 
new field discoveries and the maturing of more and more obligations 
to drill. Completions are setting new records monthly — 104 wells were 


completed in the month of July in Alberta alone 


PRODUCTION 


Crude production from Alberta’s fields reached a new all-time 


high Pipe lines and refineries now underway or planned will give the 
ereen light to accelerated development in time for ereatly increased 


equipment sales within the next six months 


PIPE LINE 


630 miles of Interprovincial Pipeline Company's 1.150 mile line 
from Edmonton to the Great Lakes area had been completed by August 
5 Many vathering lines are to be laid—those above the frost line must 
he buried. In addition, more than 5.000 miles of trunk pipe lies have 


heen proposed to carry Canadian oil and natural gas to market 


TRENDS in geolowical work, drilling, production and 


pipe line activity point up Western ¢ anada as a marketing area for 
oil field and pripre Line equipment so great that sales wise equip 
ment executives cannot afford to overlook it 


WORLD OIL’s outstending Canadian Issue will be published 
in December. Make certain vou are represented— advertising 
forms close November 1. 


NADIAN ISSUE 


to be published December 1} 
Advertising forms close November 1 


Your advertising in WORLD OIL reaches 93% of the men who buy or 
specify 98% of all oil field equipment... domestic and export 


completions first mm... 

| 
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that’s why 93% of the men who 
buy or specify 98% of all oil field 
equipment—domestic and export 
—read WORLD OIL 


Tre 1950 Canadian Issue provides an- 

other demonstration of the editorial 
appeal that makes WORLD OIL the 
most widely read paper among oil pro- 
ducing men. 


Superintendents, engineers, toolpushers, 
contractors, executives—both operating 
and management men—in exploration, 
drilling, production, and pipe line read 
WORLD OIL because it is useful. They 


regularly find more helpful engineering 
and operating articles in WORLD OIL 
than in any other oil paper. 


As a result, WORLD OIL’s paid ABC 
circulation is today in excess of 20,000 
copies per issue . . . a new high in the 
34-year history of this paper's service to 
the oil industry. 


established 191 The Or! Weekly 
?. Box 2608 Houston 1, Texas 


Speciolized for Explor@ipn, Drilling, Produc 
tron, Pipe Lime Operotfhs ond Management 
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P NEW Data 


The following changes in busi pa- 
per specifications have been announced 


since the Market Data Book number of | 


Industrial Marketing went to press: 


American Artisan 

New rates, effective Jan. 1, 1951, 
based on total space used during one 
year: 

Page % Page % Page 

Less than 

Il, pages $330 $165 $ 82.50 
Totalling 

3 pages 265 132.50 66.25 
Totalling 

6 pages 240 120 
Totalling 

12 pages 215 


American Brewer 

New rates, now effective: 
Times Page 2/3 Page 

l $170 

6 145 

12 125 

Standard red, $35 per page extra; all 
other colors $50 per page extra per 
color. 


Heating, Piping & Air Conditioning 


New rates, effective Jan. 1, 1951, | 
based on total space used during one | 


year: 
Page % Page % Page 

Less than 1! 2 

pages $400 = $200 $100 
Totalling 

3 pages 340 170 
Totalling 

6 pages 310 155 
Totalling 

12 pages 260 130 


Mechanical Engineering 
New rates, now effective: 
Times Page 2/3 Page Page 
$450 $345 245 
405 315 215 
370 280 200 
Standard colors, $90 per page extra. 


Pacific Builder & Engineer 

New rates, effective Jan. 1, 1951, 
based on total space used during one 
year: 
24 pages or more. .. $145 per page 
12 to 23 pages ........ 151 per page 
6 to 1l pages .......... 173 per page 
3 to 5 pages ........... 190 per page 
Less than 3 pages ...... 210 per page 

Island half pages. 15°) extra. Stand- 
ard red, orange, yellow, green or blue, 
$35 extra per page. Bleed pages, $16 
extra per single or fractional page, $22 
extra per spread. 
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Journal 
subscribers 
are owners 
or partners. 


MOST are 


secretaries, 
sec y-(reasurers, 


Diese 5 
management 


categories alone 
20,507 are 
general managers, 


or 69% of The 
Wall Street 
depl. heads, 
and 


Journal's 
153,208 


(ABC—March 31, 
1950) 
circulation! 


i! | 

| inthe 

| 


£. BLAKENEY GLEASON, industrial and civic leader of 
Rochester, N. Y., President of The Gleason Works. 
Following in the footsteps of his grandfather, William 
Gleason, founder of the present firm and inventor of 
the bevel gear planer . . . and his father, James E. 
Gleason, an outstanding machine designer and present 
Board Chairman ... Mr. Gleason became President in 
1947 and has taken a leading part in developing new 
machines and equipment in the field of power and 
motion transmission for our highly mechanized world. 


N | | 
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“The magic of power and motion . .. from the first water wheel to the 
unleashed fury of the newest turbo-jet fighter .. . has been created 

by man’s ability to design such efficient transmitting devices as 

bevel gears and Curvic Couplings. Our leadership in this specialized 

field, surely, has been earned by the combined resourcefulness of our engi- 
neers in anticipating new needs and developing the machines to answer them.” 
E. BLAKENEY GLEASON, PRESIDENT, THE GLEASON WORKS, ROCHESTER, W. Y. 


Bevel gears push the rear wheels of your cor... put 
the bite in a bulldozer . . . spin your shirts clean 
in the family washer . . . turn a myriad parts in 
the metalworking industry. 


Thus, power owes a debt to Rochester’s Gleason 
Works, resourceful leaders in the gear machinery 
field for 85 years. All over the world, gears pro- 
duced on Gleason machines are carrying power 
from its source to where it can do a full day’s 
work. 


In much the same way The Iron AGe efficiently 
transmits your sales power directly to the metal- 
working market where it can work for you. And 
to earn and retain its leadership, you can bet your 
boots The Iron AGe has had to be resourceful, too. 


EDITORIALLY—T ake Editor Tom Campbell's jungle 
junket to Venezuela last February for a look at 
U. S. Steel’s important new ore discovery. Tom 
was the first reporter on the spot—The IRON AGE 
the first publication to break the story with its 
full impact on U. S. industry. 


IN CIRCULATION—Consider The IRON Ace's recent 
increase in distribution to 26,625 weekly copies, 
increasing buying power coverage in metalwork- 
ing to a new high factor of 97%. The validity of 


measure all Metal Magazines 


..-and you'll make 


this figure would have been impossible to justify 
without resourcefulness in. . . 


RESEARCH—notably The AGe’s original cen- 
sus of metalworking, identifying all plants with 
21 or more plant workers—the plants that do the 
big bulk of the metalworking business. 


Put this resourcefulness to work on your own be- 
half. Are you satisfied with your present sales 
progress? Are you satisfied with your advertising? 
This is a good time—right now—to sit down with 
your IRON AGE representative and review plans. 


RESOURCEFULNESS has helped 
make and keep The IRON AGE 


Ist...1N WEEKLY CIRCULATION 
Ist...1N PLANT COVERAGE 
Ist... MARKET COVERAGE 
Ist... IN READERSHIP SURVEYS 
Ist...1N ADVERTISING VOLUME 


The IRON AGE 
THE NATIONAL METALWORKING | 


your Ist Choice, too! 


Member of the AUDIT BUREAU OF CIRCULATIONS 


A CHILTON PUBLICATION, 100 E. 42ND ST., NEW YORK 17, 
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When and How To Release Stories 


auc 12 1950 


To News Magazine Editors 


This is the eighth article in a 
series by members of the Indus- 
trial Publicity Association of New 


York. 


ban ARE travelling in fast com- 
pany when competing for the ex 
tremely limited amount of editorial 
space in news magazine such as Time, 


Vewsweek, United 
Business Week, Cov 


If vou are to deal successfully with 


States News and 


npetition ts heen 


these publications, you must know 
what you are doing. You must know 
the nature and purpose of each maga- 
zine vou must have a full knowledge 
of its mechanical functionings. You 
must realize that weekly news maga 
zines are highly departmentalized op 
erations, moving at top speed to pub 
lish compact concise stories based 
on timely, significant and interesting 
material 

You must look at your material 
through the eves of the ultimate 
reader. This is extremely difficult to 


do. But without such an ability, most 


of your effort will go unrewarded. 

The first thing to learn is the time 
schedule on which a magazine oper- 
ates. The day it appears on the news- 
stand or is mailed to the home, its date 
of publication, and the closing dates 
for various sections. Different depart- 
ments of a book have different but 
definite deadlines. To be perfectly 
safe when furnishing material, try to 
have it in the hands of the proper edi- 
tor a week before the day the maga- 
zine appears in print. This allows edi- 
tors to become familiar with the sub- 
ject matter, permits them to discuss 
the value of your material at weekly 
story conferences, and allows them 
adequate time to do a thorough job 
in preparing the story. 

In cases of emergency or spot news 
developments, the time gap can be 
lessened But it is wise to use the 
week-long gap as a standard. Too 
often material with no special time 
element is released immediately after 
its preparation. More benefit could be 
gained by thinking 


weeklies and preparing the material 


in terms of news 


for general release in time to meet the 


By JOHN L. FLEMING 
Public Relations Dept. 
Aluminum Co. of America 
New York 


news magazine schedules. 

Knowledge of the format—of the 
many departments of a magazine that 
offer outlets for your news—is highly 
important. It is true that material sent 
to the editor of an inappropriate de- 
partment may be passed on to the cor- 
rect editor. However, it is safer to 
know the various departments avail- 
able for news, to recognize a possible 
story as being valuable to one certain 
department, and to send the material 
to the editor of that department. Edi- 
tors dislike having releases sent to 
two or three different departments of 
their magazine. Often such duplication 
causes internal shuttling of the materi- 
al until it is abandoned by all of the 
editors concerned. On the other hand, 
of a magazine's editorial 
structure does enable you to offer 
material having two definite points of 
interest to a second department. 

Familiarity with format also aids 


know ledge 
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Nar quite like the omnipotent 
crystal ball that Merlin used in the 
days of good King Arthur, but 
much more revealing . . . for in 
the growth of Radar in the armed 
forces, lies a prophecy for the future. 


All about us we see the rapid re- _ 
conversion of military electronic 
devices to peacetime pursuits .. . 
and certainly we must realize that — 
in a field so young and so dynamic 
the horizons are unlimited. 


The future of the electronic indus-— 
tries is immeasurable and keeping 
pace with progress is a full time 
job for the man who controls its 
advance and growth . . . the Radio 
Engineer. Creating . . . specifying 
... purchasing . .. he must depend 
on his own publication . . . The 
Proceedings of the |. R. E. for up- — 
to-the-minute technological data. | 
Always on his desk, it is the con- | 
stant authoritative reference, to — 
which he turns with confidence for : 
editorial guidance and technical content . . . because he knows that © 
it is written by Radio Engineers . . . for Radio Engineers. . 
Small wonder, then, that among those who have successfully sold this 
market, the byword has always been . . . to Sell the Radio field . . . Tell 
the Radio Engineers . . . in the Engineers’ own publication . . . The Pro- 
ceedings of the |. R. E. . . . the media you cannot overlook in selling 
this market. 


| 


Lower half of Manbattan Island, the Hudson and East Rivers, as seen through the Radar Scope 


Proceedings of the I.R.E. 


y Monthly Publication of the 


TO SELL THE fee ie INSTITUTE OF RADIO ENGINEERS 


"4 iz WILLIAM C. COPP — Nationa! Advertising Manager 
RADIO «303 WEST 42nd STREET, NEW YORK 18, N. Y. 


INDUSTRY ' Circle 6-3026 
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in taking advantage of other “less 
letters to the edi- 
tor, forecast pages, picture pages, cov- 


logical” department 


ers, and new products departments. 
These departments usually have high 
readership. 

Obviously, no news magazine can 
devote a great deal of space to any 
single item of news nor, relatively, can 
it inelude in its pages very many items 
out of the welter of fact and fiction 
that are submitted to it. So, even after 
the dull, false, poprly-presented, un 
important material is weeded out, the 
And be- 


cause of this it is wise to take as many 


chase for space is a fast on 


precautions as possible to present a 
story to editors in its most favorable 
light. 


Levelcoal® 


PRINTING PAPERS 


Distributed by 


ALABAMA 


Be 


Great Fotls 
Sioen Paper Compony ... 
Moffitt & Towne 
Zellerbech Paper Company 
Sicha, Moi Townre 


Zelierbach Paper Company NEW JERSEY 
Paper C Newors 


Zellerboch wager ¢ Brootive 
M & Towne 


Zellerboch Paper: New Yor 
Biate Toune New Yort 
Zellerboch Parner ompany New Yot 


Zellerdoch Pape 


Carpester Paper Company 
Carpenter Paper Company 
Carpenter Paper Company 
Carpenter Paper Company 


Carpenter Paper Company 
Carpenter Paper Company 


Blake, Moffitt & Towne 
Zellerboct Paper Company 


1 E. Unde Paper Company 


. Carpenter Paper Compony 


Hudson Valley Paper Company 


A Price & Son, inc. 
Hubbs & Howe Company 


Baldwin Paper Company, inc. 


Bultiey, Dunton & Co., inc. 
The Canfield Paper Co. 


| 
San Francesco Bicte & Towne New York Roya! Paper Corporation 
Get a Good Rep San Froncieco Zellerbach Parer Company nectar Hubbs & Howe Company 
se Blots, & Sys Hubds & Howe Company i 
Son jose Paper Trow . «Troy Paper Corporation 
. ake, " «ne 
Pacer Com Chartote wd Paper Company 
| It may never appear in print, but by | es ere Dilerd Peper Company 
| cou Wim egton Dillard Paper Company 
submitting only appropriate stories, Den vw Carpenter Paper Company 7 
| Pret Carpenter Paper Company NORTH DAKOTA 
| you will build a good reputation with | orge 
The fourte. Eno Paper Co. Inc. 
| editors. It will train them to expect Dunton & Co. tac. Paver Company 
Chatfield Paper Corporation 
something good when an envelope Ciacinnall The Johnston Paper Company : 
Cleveiond The Milicrat? Paper Company 
from your company arrives. Too often DISTRICT OF COLUMBIA af 
The Berton, Over & Koch Paper Co. 
| hed Calumbus The Scioto Paper Company 
concerns are prone to send every news FLORIDA Toled The Ohio & Michigan Paper Co. \ 
Knight Brothers Paper Comoany 
‘ sake Brothers Puper Otiohoma City carpenter Paper Company 
on a mailing list. This always includes Tayloe Paper Company of Otlchome 
Tolliohossee Knight Brothers Paper 
the news magazine, and editors of Tompe as Zellerbach Paper C an 
such publications are swamped with Aronta Sloan Paper Company Biche, Mofin & Towne 
| i amy Portiond .. .Zellerbech Paper Company 
material not at all suitable for their , Biche, Mofitt & Towne 
public ation Busse z ch Paper C 0 a 
l f i h<ago Bertsh re Papers inc Witting -Potte 
ekiom, ever, does a release ap- Chicage Peper Company The Chotheid & Woods Co. of Pa. 
» as Midland Paper Company RHODE ISLAND 
pear in a news magazine in the same Corter, Rice & C Corp. 
form in which it was originally sub- | ledonapolie Crescent Paper Compony SOUTH CAROUNA 
f Palmetto Paper Company 
iowa 
mitted. Invariably, these magazines | Corpenter Paper Company Greenville Dillard Paper Company 
use releases as source material or Carpenter Soper Company hamencage Bond Senders Paper Co. 
lac. 
| background information in preparing Topeto Carpenter Paper Company Southem Paper Company, lnc 
Western Newspaper Union Memohs mpany 
stories with wider ramifications and Nashville Bond. Sanders Paper Co. 
. KaNTUCK TEXAS 
reader appeal. So it is just as impor- t : The Chetfield Paper Comm. Carpenter Paper Company 
LOUISIANA Carpenter Paper Company 
tant that your story be of interest to Peper Co. itd. Carpenter Paper Company 
N The D and W Paper Co Paso Carperter Paper Company 
. Carpenter Paper Company 
and interesting to the ultimate reader. MAING - 
WI hI f Aug Carter, tice & Compeny Corp. Mouston ponte Anes "pany 
lerever possible stories of umpor- MARYLAND Carpenter Paper Company 
Antomo Carpenter Paper Company 
. Bolnmore Paper Company, inc. Son 
tance should be delivered to the publi. uTaH 
MASSACHUSETTS ch P Cc 
Carter, Rice & Company Corp Sa’ Late City Zelierboch Paper Company 
cation in person. Make yourself avail- Bos 
jheid Bultiey Ovnton & Co VIRGINA 
able to editors, writers, and assistants | Charies A. Esty Paper Company Bichmond Caumorne Paper Compony 
| MICHIGAN WASHINGTON 
at all times, especially when an item 9, cattle Biche. Moffitt & Towne 
| Quimby. Walstrom Paper Company Seorie Zellerboch Paper Company 
concerning your company or chent | Dudiey Pape moary pokore Bicte Moffitt & Towne 
. “que . MINNESOTA Soutare Ze 
in process Frequent conversations —- & Towne 
Tace oe moony 
with magazine editors enable you to & Carperter Paper Company Welle Welle 
MISSISSIPPI Zellerboch P moony 
keep abreast of the magazine's poli- — a Zeilerbach Paper Co 
| Paper Co WISCONSIN 
ces, and its attitude toward various | Angie versal Paper Company 
f | | missouri Miwa tee The Bover Paper Compeny 
epenter Paper moar 
public re lations unctions also, vou Ke ~ EXPORT AGENTS 
be able to keep track of personnel swe Paper Co Genes Yok 
St Lows bey Fine Papers, inc Cable Address: —New York 


changes. 

Editorial space in news magazines 
A little 
extra planning and effort on your part 
will pay off handsomely. 


KIMBERLY-CLARK CORPORATION + NEENAH, WISCONSIN 
250 Pork Avenve, NEW YORK 17 8 South Michigen Avenve, CHICAGO 3 
155 Sansome Street, SAN FRANCISCO 4 22 Morietta Street, N. W., ATLANTA 3 


is worth its weight in gold 
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Now — Kimberly-Clark brings you 


Premium Papers at 
“Economy” Prices! 


HERE'S YOUR BEST SUPER SALESMAN — NEW LEVELCOAT— READY FOR SUPERCALENDERING! 


Now you can make every impression 
a far better impression — without an 
increase in printing cost! For Kim- 
berly-Clark’s four new fully-coated 
Levelcoat* papers with new fiber, 
new formula, give you premium qual- 
ity press performance and reproduc- 
tion—at the cost of ordinary paper! 

You'll see new whiteness and 
brightness, feel new smoothness, in 
all four Levelcoat papers. In make- 
ready, on large or small presses, 


you'll discover new economy and 
dependability. Finally, in comparing 
reproduction with that of any other 
paper, at any price, you'll agree 
there's a striking new difference in 
the quality of printing achieved— 
with less waste—on new Levelcoat. 

So regardless of your paper re- 
quirements — for long runs or short 
runs, for advertising pieces, mag- 
azines or house organs—look to 
Levelcoat for printability at its best. 


He barks! — After leaving the automatic barker, 
logs are further stripped by the hand barker. 
Extra steps in the careful preparation of other 
raw materials, too, help assure this new premi- 
um quality, It's the finest paper in Levelcoat 
history—whiter, smoother, stronger, more versa- 
tile than you ever before believed possible. 


Proof of the paper is in the pulp! After fur. 
ther refining, and the addition of Long Lac 
sulphate fibers, this fluid pulp goes to the paper 
machines 
premium paper that prints with exciting needle 


The result then, will be a bright new 
sharpness... gives you brilliant true-to-life repro- 
duction that snaps, sings, sparkles ! 


Ever try to pass 79 final exams? Leveleoat 
does, or it never leaves the mill! Many tests are 
made on precision instruments; others with the 
skilled hands of highly-trained personnel. These 
people are proud of new Levelcoat—proud enough 
to make sure it gives you the press performance 
and reproduction of higher-priced paper! 


Before choosing any printing paper — Look at Levelcoat 


New HIFECT* — with sulphate-cooked 
fibers added, permanence, foldability, di- 
mensional stability make Hifect ideal for 
covers or any fine letterpress printing. 


New LITHOFECT*-—for finest offset 
printing. Provides a moisture - and -pi-k-re- 
sistant coating. Offers outstanding fol tabil- 


ity. Renders colors without loss of density. ‘ 


New TRUFECT* —whiter, smoother, folds 
even better than before. Trufect, for letter- 
press, offers faster ink setting time, greater 
press dependability, finer reproduction. 


New MULTIFECT*—an economy sheet 
for volume printing. Now Multifect has added 
strength, better foldability, ge-ater uniform- 
ity ream-on-ream than ever before. 


KIMBERLY- CLARK 


CORPORATION 
NEENAH, WISCONSIN 


Clark 
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NIAA News 


National Headquarters. |776 Broadway, New York 19, N. Y. 
Bennett Chapple Jr., president 
Blaine G. Wiley, executive secretory 


CHAPTER ACTIVITIES Of THE NATIONAL AL INDUSTRIAL ADVERTISERS: ASSOCIATION 


Public Relations Plan Offered for NIAA 


WORLD'S FINEST, MOST ECONOMICAL 
INDUSTRIAL COMMUNICATIONS SYSTEM 


THE BOSTON AND SAN FRANCISCO chapters prepared these two ads that 
will run in September in the Wall Street Journal as part of the National Industrial 
Advertisers Association's campaign to convince management that advertising pays. 


NIAA Drive Pulls 400 
Inquiries from Executives 

New Yorx—Nearly 400 inquiries 
have been pulled by the first tea inser- 
tions in the National Industrial Adver- 
tisers Association's Wall Street Journal 
campaign to sell top management on in- 
dustrial advertising. 

About 52° of the inquiries were from 
top management and sales managers. 
The remainder were divided between 
industrial advertising managers and 
agency executives. 

The inquiries, which are requests for 
literature on advertising effectiveness of- 
fered in the ads, represent the first tangi- 
ble evidence of results from the cam- 
paign of 1,200-line ads which began May 
19 and are now appearing twice a 
month. 

The Boston and San Francisco chap- 
ters each has prepared an ad te run in 
September. The ads offer booklets pre- 
pared by Associated Business Publica- 
tions, MeGraw-Hill Publishing Co. and 
Putman Publishing Co. 

Schuyler Hopper. president, Schuyler 
Hopper Co.. New York, and chairman 
of the NIAA committee on industrial ad- 
vertising effectiveness, emphasized that 
NLAA will weleome suggestions of ad- 
ditional literature to offer in the ads. 
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The Boston chapter's ad, which fea- 
tures industrial advertising as “the 
world’s most economical industrial com- 
munications system.” was prepared un- 
der the direction of Chapter President 
Robert L. Hammond, Hammond-Goff 
Providence, R. L. and Kent Peter- 
son, Pneumatic Secale Corp. Quincey 
Mass.. chairman of the chapter's special 
campaign committee. The contributing 
agency was James Thomas Chirurg Co.. 
Boston. 

The San Franciseo chapter's ad cites 
cease histories of advertising results by 
DuPont, General Electric. Westinghouse, 
Koppers Co.. Hercules Powder Co. and 
R. G. LeTourneau. The ad was pre- 
pared under direction of John J. 
O'Rourke, president. John O'Rourke & 
Associates. Contributing agency was 
George C. Me Nutt. 

The campagn will include 36 different 
ads prepared by local chapters. 


GREGORY STARBUCK 


Poucukeersiz, N. Y.-Gregory Harte 
Starbuck, former president of the Na- 
tional Industrial Advertisers Associa- 
tion, died here Aug. 17 of a coronary oc- 
clusion. In 1937 he resigned as division 
manager in charge of institutional sales 
promotion for General Electric Co., 
Schenectady. 


Booklet Suggests Methods 
for Educating Members, 
Business, Public 


New York —A handbook of public re- 
lations has been published by the Na- 
tional Industrial Advertisers Association 
to help NIAA, its local chapter officers 
and their committee chairmen to “do 
well, and get credit for Me 

The 36-page manual, written — by 
W. B. Montague, market development 
division, U, S. Steel Corp., Pittsburgh, 
chairman of NIAA’s public relations 
committee, blueprints procedures for im- 
proving and publicizing the work of 
every chapter and convincing chapter 
members, business men and the general 
public of the importance of that work 
and of industrial advertising generally. 

Emphasizing the effectiveness of a 
chapter-sponsered public event, the 
manual cites the Pittsburgh chapter's 
biennial industrial advertising expo- 
sition—-which last year attracted sub- 
stantial interest and attendance by top 
management and the public in Pennsyl- 
vania, Ohio and West Virginia—and the 
Cincinnati chapter's annual Ohio Val- 
ley industrial advertising conference. 

“Well organized, promoted and con 
ducted, such events sell the worth of 
your chapter as an asset of the com- 
munity, and enable your group to pre- 
sent the whole philosophy of industrial 
advertising.” the manual declares. 

The chapter president is advised that 
responsibility for good publie relations 
lies largely upon him, begins with his 
choice of committee chairmen for all 
chapter activities and centers on the 

(Continued on Page 108) 


NIAA Board of Directors Will Meet 
to Develop Plans for 1950-5! 


The first fall meeting of the board of 
directors of the National Industrial Ad- 
vertisers Association is scheduled to be 
held Sept. 11 at the Palmer House, Chi- 
cago. Several national committee chair- 
men have been invited to attend the 
meeting to aid planning of NIAA ae- 
tivities next year. Preliminary plans were 
laid at an executive committee meeting 


Aug. 24 in New York. 
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Chapple Names Nine 
NIAA Committee Chairmen 


New York — Bennett S. Chapple 
new president of the National Industrial 
Advertisers Association, has appointed 
nine committee chairmen to serve during 
the ensuing year. They are 


William H 


Drave 


Budget survey committer 
Collins 
Pittsburgh 


director of advertising 
Canadian policy com 
mittee James Totton 
Nickle Co. of Canada 


cooperation committee 


orp 
International 
Toronto; college 
Gene Wedereit 
director of advertising, Girdler Corp. & 
conventions 
and exhibits committee: W. F. Weimer, 
advertising manager, Pittsburgh Equit 
able Meter Co.. Pittsburgh 

Finance committee: Charles W. Shu 
gert, assistant to the manager, Shell Oil 
Co.. New York; media practices com 
Harold Wilt, director, trade and 
Walter 


membership 


Tule Turns Iie 


mittee 
media division, J 
Thompson New York 
Robert A 

Automatic 


technical 


committer lovee, director of 


advertising Sprinkler 


( orp of America, Youngstown, Ds 
committer H 
Kodak Co., 
relations 
Montague 


United 


policy and planning 
Christy 

Rochester N. ¥ 
committer: W. B 
market 
Mates Meel orp 


James Fastman 
and public 
( Monty 

development division 

Pittsburgh 
Selection of committee members is ex 

pected to be completed in the next 


month 


Award Winners to Tour Chapters 
1950 panel 
National In 


Advertisers Association will be 


Winning exhibits in the 
iwards competition of the 
dustrial 
lent te chapters for study and discus 
sion The 


chapters te file 


national office has urged 
their requests as « arly 
i possible for fall and winter meetings 
» that bookings 


ean be arranged as ef 


ficiently and economically as possible 
Jones Heads Los Angeles Chapter 


Croften Jones account executive 
Dana Jones Co. Los Angeles 
elected president 
of the Industrial 
(aso 


ciation of Seuthern 


has been 


California 
Also elected 
were Vice Presi 
dents Harry Peter 
sen, Citizens Na 
tional Trust & Sav 
ings Bank Doon 
fe Hanson, Or & Gas 
Journal, and Reb 
et W Walker, 
Walker la Secretary 


Jones 


Rebert W 


Howard Carlson, Marman Products Co 


and Treasurer Robert Heintz, Heitz & 


THESE TOP MANAGEMENT and other executives selected students Harold 
Hannam of Charles Morris Price School and Richard Clarke of Temple University 
as winners of the Eastern Industrial Advertisers’ annual $200 awards for the best 
theses on a phase of industrial marketing. From left: Richard H. DeMott, vice-presi- 
dent. SKF Industries, Inc.; A. R. McCandlish, president, McCandlish Lithograph 
Corp.; John T. Fegley, vice-president, North Bros. Mfg. Co.; Joseph S. Hildreth, 
president, Chilton Co.; J. Mack Nevergole, vice-president, Roland Ullman Org., Inc.; 
Lee A. Diehl, asst. secy. and asst. treasurer, General Refractories Co.; Charles M. 
Kenyon, managing editor, Motor Age; David J. Richards, vice-president, E. F. 


Houghton Co.; 


Frederick M. Neall, manager, product and sales development, At- 


lantic Refining Co. Judging, but not present for photo: Walter H. Gebhart, vice- 
president, Henry Disston & Sons; Roy Murphy, vice-pres., ITE Circuit Breaker Co. 


Central Ohio Elects Millious 
LM 


promotion manager, Lniversal Concrete 


Millious, advertising and sales 


Pipe Co { olum 
bus, O.. has been 
elected — president 


if the Central Ohio 
Industrial Market 
ers 


Other new 


ficers are Warren 
Berry, Jaeger Ma 
chine lo viet 


president Robert 
B. Hiteheock, Sur 


facee Combustion 

‘ — Millious 
Corp secretary ; 

and Luther E. Ohrestedt, American Cera 
mics Socretyv, treasurer 


16 NIAA Chapters Appoint 
Publicity Chairmen 


New 
itienal 


ciation have 


“itteen chapters of the 
Industrial Advertisers Asso 
named publicity chairmen 
as follows 

Boston: Frederick Britton, Ad-Serv 
ice, Worcester. Mass.: Buffalo: John H 
Mansfield. Llewd-Mansfield Co.; Cin 
cinnati: Joseph Jehnston, S. C. Baer 
Co.: Cleveland: James J. Clarke, Arco 
Co.: Columbus: James Gallant, Denison 
Engineering Co.: Kansas City 
Lane. Black, Sivalls & Bryson 
real: H. H. Niece. J. Walter 
Co.: New Jersev: George Black, Cooper 
Alley Foundry Hillside, N. J 


Ceordon 
Mont 


Thompson 


New York: Barry Koss, Worthington 
Pump & Machinery Corp.. Harrison, 
N. J.: Pittsburgh: Robert G. Croyle, 
National Supply Co.; Portland: Douglas 
Powell, Nelson & Powell; 
Rochester: Bender, Radio 


Carvel, 


Armin N 


Station WHAM; St. Louis: K. J. Bayer, 
O. R. French Associates; Seattle: Henry 
Hoernlein, Sweden Freezer Co.; Van- 


Harry D. Madden, Canadian 
Advertising Agency: Western New 
England: John B. Fairbairn Advertising, 
West Hartford, Conn. 


couver: 


Heuston Succeeds Jacobson 


Emory R. Heuston, publicity manager, 
Bueyrus-Erie Co., has been named presi- 
dent of the Mil- 

waukee Industrial 

Marketing Asso 
ciation to succeed 
Norman H. Jacob 
son, industrial 


supervisor, 


\llis-Chalmers 
Mig. Co. Mr. 
Jacobson, recently 
elected MIMA 


president, will join 
the Atomic Ener- 


Heuston 


gv Commission, 
Washington, D. C.. Oct. 1, as technilegi 
His work will 


invelve contacts with the business press. 


eal information officer 


George L. Staudt, advertising man- 
and tormer 


Heu- 


ager. Harnischfeger Corp 
chapter director will succeed Mr 


ton as vice president 
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“NATIONAL INDUSTRIAL ADVERTISERS ASSOCIATION 


1776 


TO: 
SUBJECT s 


Broodwoy 
New York 19, 


ALL NIAA Chapters 
News Releases 


WHAT'S YOUR CHAPTER DOING? 


Here at Headquarters we have part responsibility with INDUSTRIAL 
MARKETING for filling these green pages with news about NIAA 
every month. Some of the most readable news is about doings in 
our 34 NIAA chapters. 


As advertising men, why not advertise what's going on in your 
cohapter=--tell about your programs, send pictures, stories of 
noteworthy events, news about important things that happen to 
your members. WIAA men from Los Angeles to Montreal will be in- 
terested---so will thousands of other readers of INDUSTRIAL 
MARKETING. 


To do this "advertising", be sure that your chapter mailing list 


includes Bob Aitchison, Editor of IM, 200 East Illinois Street, 
Chicago 11, Illinois. 


Get your chapter in NIAA News every month} 


Sincerely, 


BOW /am 


VICE-PRESIDENTS 
BERNARD DOLAN. Peter A Frane & Co 
45th Street, Chicage Grond Street, New York 13, N 


PRESIDENT 
WILLIAM A MARSTELLE® Edward Volve 
1200 West 


EOWARD HURL BURT Bitter Co inc Rochester 3. NY 
SEORGE C. McNUTT, Advertising 
Avenve, Oatiand 12. Celiformo 
GENE POBERS, The Weutherheod Co 
13) st Street, Cleveland 8, Oo 
BERTKE 
Streets, Cincinnet 
PAST PRESIDENT 
A. O WITT, Schromm, inc 


1815 Telegraph 
BENNETT 
Corp. of De 


CHAPPLE 
436 Seventh 


United Stotes Sree! 
Avenue, Pittsburgh 30. Po 


ind. 


EXECUTIVE SECRETARY 
BLAINE G WILEY 
New York 19. N 


300 Eos 


The Stee! Co 


Quebec 


Broodwoy Ww A BATES 


Bon 460 Mortrec 


Conodo 
Corade 


The Texo Corp. Dare and Floral 


SECRETARY TREASURER 7, Oho 
WILLIAM D. CRELLEY, G 


Ashiond, Mats Century Bu 


HOFFMAN, Hoffman & York, Advertisng, 


ding, Milwaukee 3, Wis West Chester, Po 
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Public Relations Plan 


(Continued from Page 105) 


quality of programs of monthly chapter 
meetings 

Warning that a weaknes« of NIAA is 
the chapter habit of casting aside thoxe 
whe have “gone through the chairs,” the 
manual says 

“Too often a man who has done an 
outstanding job in an official capacity 
is passed over or else ix retired to a sort 
of mactive ‘senior statesman’ status 
Most of these men have a great interest 
in NLAA, are experienced in association 
matters, and are willing to continue to 
serve 

The manual recommends such past 
officers as candidates for « hapter pub 
lie relations chairman 

Whoever he selects, the pre sident is 
urged to choose a chairman with 10 


qualifications. The choice man should 


l Have good judgme nt 


2. Have several years of experience in 


NIAA 


Be an extrovert 


1. Have a well developed curiosity to 


dig out news stor. 


Be a showman 


Be a student 
methods of public relations 


as to xplore new 


7. Be a teacher. He should train 
younger members of the committee 
because he will not have time to do 
all the committee's work himself 

8. Be well acquainted with newspaper 
procedure 

¥% Know city officials, college faculty 
the mbers le aders 

10. Be an organization man. who will 
net grab the spotlight and glory 
for himself, but rather will con 
stantly promote NIAA, the « hapter 
its activities, officers, leaders and 
himself last.” 

The manual asserts 

A few NIAA « hapte rs are conducted 
as “private clubs.” We hope your chapter 
is net one of these 

The NIAA by-laws accurately de 
tine the qualifications for membership 
and guarantee, by inference. member 
ship rights to any honest, ethical person 
whe engages in industrial advwe rtising 
or marketing; or whe serves those en 
gaged in [it! in the production and dis 
tribution of advertising: or those en 
gaged in [its! study in colleges 

All are entitled to active associate oF 
student memberships. The only limita 
tion ts that active members shall repre 
sent a majority 

If any other limitation is imposed te 

exclude suppliers such as engravers, 
printers, artists and others, “then a dis 
service is being done to the profession 


and, technically, the asseciation’s by 


laws are being violated.” 

“If such a condition exists in your 
chapter, you may be sure that the chap- 
ters public relations are net good, and 
we suggest that you amend your 
chapter's constitution and by-laws to con 
form with NIAA’s. By so doing, you will 
make a worthwhile contribution to the 
profession and will, by reason of a 
broadening of membership, contribute 
greatly to the influence of your chapter 
and NIAA as a whole.” 

(ssociate members also are important, 
the manual says, as a source of revenue 
for the work of the chapter and NIAA. 

Public relations chairmen are urged 
to work closely with membership chair- 
men in an annual membership campaign. 
beeause “the life blood of your chapter 
and NIAA is new members, especially 
the younger men who have recently 
entered the profession 

The president who reads this list, the 
manual observes, will say, “There is no 
such man in my chapter.” Probably he 
will be right. The solution: Choose a 
man with the most of these qualities. 

The forces of public relations are out- 
lined as follows: 


Printed matter. 


a. Meeting notices. 

b. Chapter periodical or news 
letter 

c. Social event notices. 

Pamphlets and 


folders on 
special chapter activities. 

e. Membership campaign materi- 
al 


f. Annual report. 


2. The speakers bureau, to present 
chapter speakers to 


a. College and high school 
classes. 

b. Lunehe on lubs 

e. Engineering and scientific so- 
crethes, 


d. Civie groups. 
3. Exhibits and displays. 


Public 
chapter 


events sponsored by the 


>. General Publicity 


a. Newspaper. 

b. Trade papers 

Shopping news. 

d. Radio 

e. House magazines 

f. NIAA headquarters news let 
ter 


Declaring that “talent abounds in the 
NIAA chapter.” the manual 
lists a 10-point procedure for booking 


avetTage 


members as speakers at luncheon clubs, 
engineering societies and other civic 


groups 


25 Years Ago 
From the September, 1925, issue 
of InousTRIAL MARKETING 


Members of the National Indus- 
trial Advertisers Association liked 
the general feeling that advertis- 
ing would increase during the fall 
months, according to a forecast by 
Class (now MarKket- 
ING) gathered from advertising 
agencies, 

In various statements by agen- 
cies in all fields, indications point 
to advertising volume above norm- 
al with decided gains in the indus- 
trial and trade fields. Ads at pres- 
ent are not used so much for indi- 
vidual ‘campaigns’ as they are on 
an all-year-around basis. 

J. R. Hopkins, Chicago Belting 
Co., and president of the Engineer- 
ing Advertisers Association, Chi- 
cago, has anounced the following 
chairmen of standing committees 
for the coming year: 

Advertising Costs Interchange 

F. A. Emmons, Foote Bros. Gear 
& Machine Co.; Finance—H. L. 
Delander, Crane Co.; Membership 

B.C. Wheeler, Marquette Ce- 
ment Co.; Employment—C. H. 
Connell, Weller Mig. Co.;: Recep- 
tion-—Keith Evans, Joseph T. 
Ryerson & Son, Inc.; Publicity 
Ezra W@. Clark, Clark Tructractor 
Co.; Editerial—Cedric B. Smith, 
Chicago Bridge & lron Works; 
James H. Gregory, 
Barber-Greene Co. 


Program 


Among those scheduled to ad- 
dress the fourth annual NIAA 
conference at the Chalfonte Ho- 
tel, Atlantic City, Oct. 19-21 are 
Bruce Barton, president of Barton, 
Durstine & Osborn. New York: 
4. M. Staehle, publicity depart- 
ment. Westinghouse Electric & 
Mig. Co. Pittsburgh: and E. J. 
Wehren, vice president, MeGraw- 
Hill Co. New York 


Seal-O-Matic Promotes Kinze! 

Charles Kinzel. member of the In. 
dustrial Marketers of New Jersey, has 
been promoted from assistant director to 
director of sales and advertising of Seal- 
O-Matic Mig. South Hackensack, 
N. J. 


Feedrail Appoints McCrum 

Sidney McCrum, secretary-treasurer 
of the Industrial Advertising Associa- 
tion of New York and former adver- 
tising manager, Wickwire Spencer Steel 
Div. of Colorado Fuel & Iron Corp. has 
been appointed sales promotion manager 
of Feedrail Corp.. New York. 
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prize “package” 
for packaging advertisers 


Why? pecause—if you are selling any 
of the things that the packaging field 
buys at a six billion dollar rate annually 
—then MODERN PACKAGING is the ideal 
“package” in which to deliver your ad-, 


vertising message. 


Here's what is in the “package”: (1) 
the right kind of editorial matter selected 
and written by (2) the right kind of edi- 
tors and directed to (3) the right kind 


of readers 


Let's look closer. All twelve of last 
year's issues were entered as a unit in 
INDUSTRIAL MARKETING'S most recent 
Editorial Achievement Competition. 


Together they were cited by the judges 
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for an award of merit—a good indication, 
we think, of consistent, month-in, month- 
out editorial per- 

formance. 


The editorial 
staff? It is by far the 
largest in the field, 
nine full-time edi 
tors, all packaging 
Their 
stalt 
written, staff re- 


specialists 


joint output 


searched—accounts for not less than 70% 
of MODERN PACKAGING's rich monthly 
editorial fare. 


To make the “package” complete, con- 
sider both the quality and quantity of 
MODERN PACKAGING'S regular readers, 
Circulation today stands at a twenty- 
three year high, with the subscription 
rate remaining at a healthy five dollars 
per year. As for reader “quality,” ask us 
to show you in detail some of their names, 


titles and company afhliations. 


A BRESKIN PUBLICATION 


packaging— 


Published by Modern Packaging Corp. 
122 East 42nd Street, New York 17, N. Y. 
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THE ANSWERS 


and sales execu- 

tives answered 

this thorough- 

going quiz 

series when it 

ran in Sales 

Management in 1949! In this 
booklet, they give you the low- 
down on sales training methods 
and plans, prospects and sales 
costs, Get your copy today! 


ADVERTISING 
CAN DO 101 JOBS! 


They're 
all listed 


in this popular 
McGraw-Hill 
booklet. It's a 
check chart and 
a reminder for 
the business 
paper advertiser. 


your 
McGRAW-HILL 
MAN 


for your copies of these 
helpful booklets, 


—McGRAW 
PUBLICATIONS | 


How to Advertise to Business Men 


(Continued from page 50) 


13. Tell how little it costs to handle 
the line. Low cost stocking and selling 
is a favorable factor in the eyes of a 
jobber or retailer. 

When a manufacturer can save the 
middle man money by reducing his 
inventory, cutting the cost of ware- 
housing, simplifying his order system, 
it's worth advertising. 

Yale & Towne’s “store-within-a 
store” display cabinet puts building 
materials dealers “into the profitable 
hardware business” with minimum in- 
vestment in floor space and stock in- 
ventory. This cabinet, occupying 12 
square feet, contains a model stock 
of “most-wanted” hardware. 

Russell, Burdsall & Ward offers its 
distributors a number of cost savings 
in an ad where subheads tell the story: 


The new RB&W Case resists dam 
age in shipment 

The new RB&W Common End 
simplifics layout of stock 

The new RBAW Rack saves han- 
dling cost 

The new RB&W Package saves lox 
through damage 

The new RB&W Packaging pre 
vents spillage 

The new RB&W Label ix “eve 
dentifiable” 


The latter two savings are worth 
further description: 


The cover fits on the package from 
underneath, and label is attached for 
“upside-down” shelving. No chance 
of bottom dropping out while han 
dling, -pilling contents. Money Saved 

no more fasteners lost under bins, 
no more “short” packages 

Product picture aids “eve-dentifi 
cation.” Dimensions printed in large 
figures, black on white (proved most 
legible combination). New labels 
appear on side of small packages for 
greater display. Information is clear 
and complete. Money Saved — through 
quick selection. fewer mistakes. 


Plymouth Cordage Co. tells about 
its “SaiesRak.” 

The SalesRak is the most compact 
display unit available for dispensing 

and diameter ropes in 
lengths up to 300° and ‘y” ropes in 
lengths up to 200°. Purchasers see 
what they buy. You cut down your 
time filling orders. A handy vard 
stick is painted on the display for 
measuring. Spools are replaced in 
seconds, The unit can be displayed 
on the floor as illustrated, or the rear 
support can be removed and the en 
tire unit hung on the wall—parallel 
or at right angles 


14. Merchandise the national ad- 
vertising. National advertising un- 
questionably has more weight with 


the dealer of consumer products than 
with the industrial distributor, be- 
cause the former has had first-hand 
experience with the immediate con- 
sumer response to national radio, 
magazine and newspaper advertising. 

When Borden says it’s going to ad- 
vertise cheese in the Saturday Evening 
Post, Collier's, Life, Women’s Home 
Companion, Woman's Day, Family 
Cirele, American Family and over 
CBS—dealers know people are going 
to start buying more cheese, so the ad 
announcing the consumer promotion 
is taken by them as fair warning to 
stock up. 

National advertising in business 
magazines causes much less of a stir 
among middle men because purchases 
are made less often and more deliber- 
ately, hence advertising’s effect is less 
easily discernible. 

So the middle man is much less in- 
clined to be taken in by astronomical 
circulation figures (“1,636,145 mes- 
sages to your customers during 1950 
help you sell Milford blades” and “336 
million consumers will be reading 
Pol-mer-ik Boiled Oil advertising in 
1950). 

Still, it’s wise to inform your dis- 
tributors of what the “pitch” is in 
your advertising to users. Thus, Bas- 
sick (see last month) tells its distribu- 
tors about the “Reducible 30°” idea 
it is promoting in its advertising to 
users. 

15. Create good will. \t is perhaps 
even more important to keep on good 
terms with the middle man than with 
the ultimate consumer. Above all. he 
wants a square deal—to be assured of 
a decent profit, a fair share of the 
market, prompt deliveries and that 


‘you will stand behind your product. 


In some cases, he expects an exclusive 
franchise, missionary assistance and 
cooperative advertising. 

Thus, Union Twist Drill Co. tells 
prospective distributors just where it 
stands by publishing its “sales policy.” 

Frigidaire builds good will for it- 
self by such ads as one entitled “How 
Frigidaire’s Distributing Organiza- 
tion Helps Frigidaire Dealers Build 
Better Business”: 

Through its nationwide distribut 
ing organization, Frigidaire gives 


dealers business building services un 
surpassed in the industry. This help 


INDUSTRIAL MARKETING, September, 1950 


| 
1G 
| 
THEY KNOW 
| 
a 
| 
7 
{| 
ae 
Wy ae 
| | 
| 
| 
q | 
10 | 
| 


What do the 


automotive industries 
purchase? 


Annually, billions of dollars worth of 
Ans . j ports, materials, machine tools, sup- 
wer: plies, forming presses, plont equip- 

ment, services ... 


AN $8 BILLION ORDER FOR AMERICAN INDUSTRY 


During 1949, the automotive industries wrote out an 
$8 billion purchase order for American manufacturers 
and suppliers to fill. Large scale buying must be 
done to maintain top production of cars, trucks, 
buses, tractors, aircraft, engines, parts, accessories, 
automotive materials and equipment, farm and road- 
working implements. 


THOUSANDS OF SUPPLIERS INVOLVED 


A typical, medium-sized automotive manufacturer 
buys from 7300 suppliers, who furnish 70,000 different 
kinds of items, varying from raw materials and 
production equipment to parts and materials—from 
abrasives to zinc. Automotive firms spend well over 
half of their total dollar receipts for supplies! 


HOW TO GET YOUR SHARE OF THIS MARKET 


AUTOMOTIVE INDUSTRIES magazine reaches 

and influences *23,000 proved readers in 3118 auto- 

motive manufacturing plants from coast to coast. It 

is the industries’s ONLY magazine that provides full 

coverage of new automotive design, production and 

industry developments. (A.B.C. circulation, 12,157 
. subscription renewal rate, 82.55%!) 


“From Advertising Research Foundation Business Paper 
Study #1. 


AUTOMOTIVE INDUSTRIES 


Chestnut and 56th Sts. 
Philadelphia 39, Pa. 


| the industrial automotive NEWS MAG LINE 


ty 


automotive 
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BUYING 

ARE. BUYING 
well 
ADVERTISED 


PRODUCTS 


| 


*Write for Market Date 


THE OLSEN PUBLISHING CO. 
Publishers for the Dairy Industries 
1445 N. Sth St, Milwaukee 12, Wis 


is provided by thoroughly trained 

ialists and covers every phase of 
the dealer's business —as shown in the 
pictures below. 


The pictures and captions tell him. 


For example: 


District sales specialists guide deal- 
ers in building sales organizations, 
originate and develop sales programs, 
keyed to local situations, aid in ana 
lyzing the sales potential of cach 
dealer's market, distribute market 
and product information. 

District office personnel are pre 

red to give expert assistance on 

Usiness management problems, out 
line sound accounting procedures and 
provide helpfal guidance en financial 
matters of every kind. 

District service experts assist deal 
ers in maintaining high service stand 
ards, give expert help with service 
training programs, maintain large 
parts supply for retail requisition, 
provide proved methods of obtaining 
more service business. 


And so on, covering sales promo- 
tion training, sales engineering, home 
demonstrations and the assistance of 
division manager. The tagline on this 
“good will” ad is “Depend on Frigid- 
aire to Do Things Right.” 

At this point, | would like to add 
weight to my words by quoting the 
advice of the publisher—Walter Crow- 
der—of a magazine whose function is 
to prov ide editorial help to distribu- 
tors: 

“First, may we offer a blunt arbi- 
trary suggestion? Eliminate copy 
generalities which flow in one ear and 
out the other. You are talking to 
salesmen who want ideas, not reading 
matter. We are listing a few of them 
that have no more significance than 
sounding brass and tinkling cymbals. 
Worse than that, they are a waste of 
time to salesmen who are searching 
Industrial Distribution for fresh sell- 
ing ammunition. For example, ex- 
pressions such as the following can’t 
be lifted out and used in a sales talk: 

. backed by superior engineering, 


designed and constructed to meet 
the rigid requirements of industry. 


we are specialists in their manufac 
ture 

don't miss this opportunity 

a quarter century of experience be 
hind these products 

outstanding reputation for quality 


we have the leading position in the 
field 


“It is not difficult to imagine what 
happens when a distributor's sales- 
men read one of the above generalities. 
Mentally, he says, ‘Oh yeah——so 
what?’ It reads smoothly, but how 
can your distributor’s salesmen turn 
that stuff into a constructive sales talk 
at shop level? 

“The most common fault of adver- 


tising copy in Industrial Distribution 
today is that it reads well . . . it avoids 
criticism from your competitors . . 
but it doesn’t help the salesmen sell. 
Copy in Industrial Distribution should 
be written with one or all of the follow- 
ing purposes in mind: 

1. It should give the salesman han- 
dling your line selling ammunition 
which he can put to work effectively 
and immediately. 

2. It should appeal to the execu- 
tives by giving them the “news” of 
your line necessary to stimulate their 
activity. 

3. It should be aimed to interest 
the executives and salesmen of dis- 
tributing organizations which are not 
handling your line, but which you 
may now or in the future wish to se- 
cure as active distributors. 

“Copy in Industrial Distribution 
must talk the distributor's language 
and sell in terms of his interests. For 
the moment, let us point out a few 
headlines in what we consider effec- 
tive advertisements which have ap- 
peared in the last few months! 

How to win a V-Belt Sales argument 

in a buyer's market 

These typical features mean ‘extra 

value’ to buyers 

Give your customers these timely tips 

in time-saving finishing 

Here are the biggest sales points in 

pumps: 

. sales policy helps you . . . helps 
your customers 

How big is the Gauge market? 

Cuts cost 3 ways 

“In picturing the product, point out 
the main sales features with arrows 
or blocks of copy which will make 
them stand in relief. The reader prob- 
ably knows what your product looks 
like: he is interested in the features 
which will help him sell it. 

“By picture or copy show what the 
product will do for the user in cutting 
operating expenses and increasing ef- 
ficiency. The product is sold and 
bought not so much for its construc- 
tion as for its performance—the ans- 
wer to a problem. 

“Testimonial copy, the story of 
users, is always good. It was good 100 
years ago and is clung to tenaciously 
by many of the oldest and most suc- 
cessful advertisers. When ten na- 
tionally known concerns in the con- 
struction field are saving money 
every day on a certain brand of wire 
rope, their story is the most convine- 
ing copy theme that can be used. 

“If you sell a line, it is advisable to 
feature in the advertisement one prod- 
uct in the line to be used as a leader, 
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Your Salesmen Can't Always Tell You 


A lost sale can be one of the most perplexing things in 
business. Questioning the sales force is often futile, 
because the men on the road don’t know why some 
business that looked “sewed up” eventually went to 
a competitor, 


If you could dig to the heart of a few of these cases, 
you would probably find that somewhere along the line 
somebody wasn't sold . . . because your salesman 
couldn't see him or didn’t even know he existed. 


Here’s what was uncovered by a thorough survey of 
one fairly large company: 


There were 125 key officials performing manage- 
ment, production, engineering and purchasing 
functions. Titles ranged from Chairman of the Board 
to Department Foreman. 


Of these 125 men, 97 stated that they exerted some 
degree of influence on purchases. On specific items, 
an average of 55 men had a voice in buying decisions. 


30 of these officials with buying influence make a 
practice of seeing salesmen. The other 67 prac- 
tically never have a direct sales contact! 


But here is the most important point: The firms 
which were attempting to sell to this company in- 
variably had no more than six sales contacts. De- 
pending upon the product sold, these firms were 
missing from 30 to 67 men who could possibly 
block the sale. 


In any company there are officials who may not be 
directly concerned with the purchase of your product, 
but their approval is essential before the sale is com- 
pleted. They don’t hear your salesman’s convincing 
presentation .. . their knowledge of your product (or 
lack of it) must be gained from other sources. 


Reaching and influencing such men is one of the main 
jobs of your publication advertising. Establishing con- 
tact with all the hidden buying influences and with the 
on-coming crop of new men is a far greater job than 
any sales foree can cope with personally. But these 
men must read industrial publications . . . and 95% of 
the readers of business papers read the advertisements. 


STEEL, for example, is read by more than 100,000 
metalworking executives every week. These are the 
men who influence purchases in the plants which do 
well over 90% of all metalworking business. Many of 
these men can be seen by salesmen; many others cannot. 
But the high readership of STEEL among manage- 
ment, production, engineering and purchasing officials 
helps advertisers to make certain that their story is 
getting into the key places where their salesmen may 
not be calling. 


Consistent publication advertising is the best “sales 
insurance” you can have. 


™ PENTON 


PENTON BUILDING +« CLEVELAND 13, OHIO 
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but show in some way the balance of 


the line as well. 

“Often economy can be effected in 
the production of your advertisement 
in Industrial Distribution by utilizing 
the illustrations and plates used in 
your other advertising, but headlines 
and copy always should be written 
specifically to appeal to distributors 
and their salesmen. 

“Proof that your line or product 
will move quickly, if the distributor 
gets behind it, is always effective copy. 

“Copy on your distributor policy 
is excellent. Many manufacturers are 
playing up their policies at this 
time. Copy which points out how 
your product can be used as a sales 
builder for an entire group of prod 
ucts carried by the distributor will al- 
ways click 

“Oceasionally, it is good business 
to reproduce the schedule of your ad- 
vertising to industrial users by show 
ing cover pages of the media used, 
which shows the distributor and his 
salesmen the support you are giving 
them in the field. It is effective ad 
Vertising once or twice a year 

“Copy that shows the distributor 
organization the promotional help 
(dealer help) you have for him, is 
worth an advertisement now and 
then. Be sure to point out the value 
of using these ‘helps’... properly 

“One of our advertisers uses the 
following test before forwarding copy 
for publication in /ndustrial Dis 
tribution. He turns the copy over to 


Franchise 
Worth? 


toes 


one of the men in his organization 
asking him to memorize it. Then he 
asks him to make a formal call as 
though he were a salesman. .. and if 
the copy he ‘speaks’ does not ring 
true verbally, he rewrites it until it 
does. 

“In the last analysis, the true per- 
spective to take in preparing copy for 
Industrial Distribution is to as- 
sume (correctly) that /ndustrial 
Distribution is a personal message 
sent each month to industrial distrib- 
utors and their salesmen and that 
they read it with personal interest, 
they look at your advertising page as 
a sales help rather than an attempt to 
sell them something. They read /n- 
dustrial Distribution as their busi- 
ness guide and the advertisements are 
of editorial help to them—the same 
as is the regular editorial section. 

“In conclusion, | reproduce—with 
the permission of Art Hood, editor of 
fmerican Lumberman, a ‘Check 
List of Criteria for Better Copy Re 
sults’ which—though intended for 
advertisers in the building supply 
field, is beautifully applicable to any 
copy directed to middle men:” 

Is there plenty of You-the-Dealer 
in the copy? 

Is it informative and helpful to the 
reader ? 

Is it written in dealer language ? 

Will it attract the dealer's thought 
ful attention ? 


Does it impel the dealer to con- 


structive action? 

Does it ask for the order I want? 

Does it include the complete an- 
swer to where? including zone ad- 
dress and telephone number? 

Is it the most important thing I 
have to say to dealers right now? 

Is it slanted in the most aggressive 
and profitable direction? 

Does it arouse desire rather than 
admiration ? 

Are all claims supported and su- 
perlatives proved? 

Have cliches, hackneyed and stereo- 
typed phrases been avoided? 

Has sufficient space been used to 
cover the subject graphically? 

Does the advertisement give a bal- 
anced effect? 

Does it say stop, look and listen to 
the impatient reader ? 

Is the copy written in easy to read, 
short, terse and pithy sentences? 

Is the idea sound, good business 
and good public relations? 

Does it answer the question 
“How?” adequately ? 

Have I used the previous adver- 
tisement enough times to get its full 
value? 

Does it make it easy for the reader 
to act? 

Have I tried out the copy on one or 
two dealers whose reactions have 
proved valuable in the past? 

Am I planning its repetitive use to 
reach a maximum number of read- 
ers? 

Have I considered and checked the 
specific objectives | have in mind? 

Have | used pictures, drawings, il- 
lustrations, charts and graphs where 
they will be more effective than 
words ? 

Have | used the least number of 
words to tell my story effectively ? 

Have | used the most colorful, de- 
scriptive and energizing words in 
each sentence ? 

Is the choice of my words at the 
level of audience intelligence with 
emphasis on succinetness and sim- 
plicity 

Does the copy have the flavor of 
honesty, sincerity, conviction? 

Does it have the quality of con- 
Vincingness and believability ? 

Does it balance enthusiasm with 


, 


the factual and specific / 
|To Be Continued | 
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Edttorial heceplance Insures Thorough Reading—and Results! 


THIS WELL EDITED, WIDELY READ MAGAZINE — 
Providing Direct Contact with Plant Equipment Buyers 
—MERITS A TOP PLACE ON YOUR 1951 SCHEDULE 


Unusual reception ix accorded The PLANT each month—by engineers and 
management in America’s finest industrial plaats. There is ample proof that this 
fact-filled magazine meets a genuine need, and fulfills its editorial objective of 
supplying pertinent information on power, maintenance, management and related 
engineering topics. 


Editorial acceptance is demonstrated by letters, and by hundreds of requests 
for tear-sheets and reprints of articles. These requests, indicating that the ma- 
terial is practical and helpful, put a stamp of approval on “editorial.” Acceptance 
and approval are the result of a combined experience of more than 75 years in 
this exact field by our editorial staff, 


Demonstrated results in the form of inquiries for more information are further 
evidence of thorough readership. Several thousand inquiries are received every 
month—inquiries which are valued by advertisers and prospective advertisers. 
Some are requests for literature on featured products. Others are specific requests 
for information and invitations to call. Many develop into valuable sales leads. 

With its large circulation and personal direction of every copy to a man having 
specifying or buying power, the PLANT offers a direct contact with actual buyers. 
These men are the engineers and executives whom manufacturers’ representatives 
have designated as the real purchase-controlling factors on plant equipment in 
their respective organizations. They are the important men to reach regularly 
with your advertising. 

You can do it most effectively and economically in The PLANT. May we tell you 
more about this remarkable publication? 


THE 


ST. JOSEPH, MICHIGAN 
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for SEPTEMBER 


WORLD EVENTS of the pase 
weeks and their effect on the elec- 
trical construction and maintenance 
industry were coocisely outlined 
by Editor Bill Seuart in the August 
issue Electrical construction 


work,” he wrote, “is so closely 
interwoven with industrial produc. 

tion, supply and maimtenance that 

the industry can expect to be drawn 

in immediately to the war effort 

The needs for effective elec 

trical facilines must now be met 

i Present commercial and resi 
: dential work will hold at high 
levels throughout this year we 
can be virtually certain that even- 
tually such work must be placed 
on the shelf.’ We'll be glad to send 
a reprint of this analytical editor- 
ial; drop us a card 


HUMMING is a one-word de- 
scription of the motor repair busi- 
ness today. It's a mighty loud hum- 
roing, too, for the volume this year 
will exceed 100 million dollars 
Bear in mind that this figure is for 
motor repairs only —it does not in- 
clude sales or installation of new 
motors or maintenance. Editors re- 
port that motor repair shops 
throughout the country are now 
keenly interested in searching out 
new techniques and labor-saving 
devices to push up sales. Seems 
they ve found out that ingenuity is 
one way to beat a competitive mar- 
ket. Since they are among the most 
ingemous of our readers, they are 
using this ingenuity to beat a com- 
petinve market. 


CALL IT what you will —we call 
it “reader participation” and an 
indispensable ingredient in com- 
pounding Electrical Construction 
and Maintenance each month. For 
instance, “Reader's Quiz” invites 
questions from readers on prob- 
lems of equipment installation, 
maintenance and repair, these 
questions are answered by other 
readers out of their own expesience 
(pulled 125 answers in a recent is- 
: sue). Or take “Questions on the 
Code,” Product News requests, let- 
ters to the editor (an average of 
more than 40 per month)—this 
steady flow from our readers helps 
to keep Electrical Construction and 
Maintenance keenly alert to their 
needs. Also helps us to deliver an 
active and responsive audience to 
our advertisers 


CONSTRUCTION 
AND MAINTENANCE 


PUTTING OUR October Light- 
ing issue to press reminds us that 
a space check of 182 business pa- 
pers ‘gives Electrical Construction 
and Maintenance top posiuon in 
lightung space advertising carried 
in 1949. We carried 138 pages 
more than our nearest competitor 
and 195 more than the second com- 
petitor 

Manufacturers of lighting equip- 
ment know that the more than 
23,500 subscribers to Electrical 
Construction and Maintenance are 
the most important single group 
for them in lighting today, They 
also recognize that the outstanding 
editorial job done every month in 
this business paper has brought to- 
gether the largest number of these 
key men who purchase, install and 
maintain their ighung equipment. 


the Staff 


ELECTRICAL. 


SERVING THE MEN WHO SERVE 
THE ELECTRICAL INDUSTRY 


A McGrow-Hill Publication 
330 West 42nd St. New York 18 
ABP 


amenican amunes Airfreight 


ADVERTISING helped sell the pub- 
lic on passenger air travel. Now Ameri- 
can Airlines, New York, has turned to 
selling business men on air freight. A 


general magazine campaign emphasizes 
key factors: inventory control, packing 
costs. Many ads aim at changing indus- 
trial executive's notion that air freight 
is limited to perishable commodities. 


Ruthrauff & Ryan, New York, is the 
agency. 


Golf bell moker gets out of trap! 
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He needs more than an electrode... 


A welding job is not completed by welding tools alone. In 
pre- and post weld operations, extensive use is made of other 
industrial products—in cleaning, finishing and inspection 

All of which adds up to a tremendous market potential for 
manufacturers of such products as abrasive and grinding 
equipment, inspection equipment, safety equipment, power 
and hand tools, shop supplies, air compressors, gauges, 
hoses, generators, couplings, fittings--and many, many 
more 

A recent survey points out that better than 85% of metal- 
working plants use welding in manufacturing everything 
from ships and locomotives down to pen points. This survey 
further reveals that the purchases of the important related 
equipment is done by the same men who purchase the basic 
welding apparatus and supplies 

That's an important marketing fact because 90% of these 
men are in the management and supervisory levels. And the 


best way to get your sales story across to these buyers is 
through the advertising pages of THE WELDING ENGINEER 
America’s pioneer welding publication is the welding maga- 
zine which penetrates management levels in metalworking. 
You can get a share of this large market by reaching these 
men with your sales message 


An especially effective sales tool is the October Metal 
Show Number of THe WetpinG ENGrneer, which will be 
tied in with the Chicago National Metal Exposition. This 
will be your opportunity to contact more than 20,000 active 
buying influences——buyers of welding supplies, and also the 
important related products without which no welding could 


be done. 


If you've got something to sell to welding, tell these 
buyers about it—say it where they'll see it-—in the October 
Metal Show Number of THe WELDING ENGINEER 


THE WELDING ENGINEER 


A McGrew-Hill Publication 


REPRESENTATIVES 


New York—C. H. Clarke, 330 West 42nd Street, Tel. LO 4.3000 
Cleveland—£. J. McOsker, 1510 Hanna Bidg., Tel. Superior |-7000 
Chicago—T. H. Borry, 520 N. Michigan Ave., Tel. Whitehall 4-7900 
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Los Angeles—C. W. Dysinger, |!!! Wilshire Blvd. Tel. Madison 64323 
Sen Francisco—J. W. Otterson, 68 Post St., Tel. Douglas 2-4600 
Dallas—J. H. Allen, First Notional Bank Building, Tel. Prospect 7-0564 
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An Index 


of Case Histories 


Documenting 


Results from Advertising 


NDUSTRIAL advertising men and top management want proof of the effec- 


tiveness of advertising. The old days of such pet phrases as “it is believed 


that this campaign was effective” or “our salesmen like our ads” are waning. 


Because of the interest in the proof of industrial advertising’s effectiveness, 


INpusTRIAL Marketine offers here a bibliography of editorial material on the 


subject published since January, 1946. 


Reprints of some of the more recent articles are available through [NpUSTRIAL 


MARKETING (see list, page 122). Issues carrying the earlier articles will be found 


in the libraries of most large cities. 


CASE HISTORIES 


A Success Story Of Machinery Adver- paign has influenced readers from ma 
tising. How a small advertiser got re chinists on up to top management. Oct., 
sults from an advertising campaign de 1946, page 45 

smned to develop post-war markets 


Specific, Personalized Copy Pays Divi- 
dends For A. B. Dick. Mimeograph 


maker finds attention to vertical market 


that would keep its expanded manufac 
turing tacilities busy. Jan. 1946, page 


increases inquiries and sales. Jan., 1947, 
Nothing Rolls Like A Ball! The story page 42 
of New Departure’s famous cartoon 
Land Of Plenty—Of What? The story 
Jan. 1946 page 36 
(with results) of an unusual campaign 


Auto-Soler Steps-Up Success With by Kearney & Trecker to sell the idea 


Strong Sales Tactics. How direct mail of fast and efficient production to elim 
wilvertising took ver thos mpany s roduct shortages and to pre 
selling job when the war kept all of it mote the use of modern machine tools 
salesmet usy with installation and \pril, 1947, page 36 
Jan., 19 ge OO Power Plant Performance Reports Step 


Numbers Are Good Copy. _—_~. Up Sales For Northern Equipment Co. 
k & cox me Northern Equipment Co., gets inquiries 
ne expre ind sales with User Performance Re 
' erties such as experience, | \pril, 1947, page 46 
ind acceptance Fairbanks, Morse Receives Unusual Re- 
§ 
eponee To Historical Book. Company 
How Fiberglas Tells To Sell. How the 
uce results mut here ws the story 
at aitr st rtiser 


May, 194 ge 4] 


194 Mechanized Farms Open New Indus- 
trial Market For Tools. Independent 


Tool Co. get 


uct withon that 


Research, Teamwork, a 


4 sing, Aug, 1947 48 
for trashes wen par 
Sept., 1946, pawe 31 Prove Results And Sales. 
er & Swases ‘ ase st 
Warner & Swasey Sells America And their direct mail advertising 
Sells Machine Tools Too. | " to back up their salesmen. Nov, 1947 
o letters prove t that the company’s al aw 4s 


How To Make “Non-Selling” Adver- 
tising Pay Off. A story of the results 
that Armour and Co. got from a custo- 
mer service campaign which offered 
readers helpful literature. March, 1948, 
page 33 


Textbook Manual Brings Profitable 
Sales. How non-commercial primer for 
maintenance men paid for itself by 
bringing in new business. March, 1948, 
page 43 


Container Corporation’s Design For 
Business. How the company got results 
from a “high art” campaign. April, 
1948, page 34 


We Went To Four-Color Inserts On 
A Cut Budget. Bryant Chucking Grind- 
er Co. wanted to reduce their ad budget 

and at the Same time increase adver- 
tising productivity. Here's how they 
did it, and the results. June, 1948, page 


Mechanized Selling Paves Way To 
‘Dozer’ Market. How R. G. LeTour- 
neau used industrial advertising to sell 
equipment priced substantially higher 
than other units on the market. This 
campaign won a $1,000 Putman Award 
July, 1948, page 42 


Using Newspaper Advertising To Spot 
Industrial Buyers. A “case history” 
story of how three manufacturers used 
newspaper advertising to find new pros- 
pects. Specific results. Aug., 1948, page 
46 


Selling Mass Handling To Industry. 
How co-ordinated planning of adver- 
tising, sales promotion and inquiry 
follow-up got results for the Towmotor 
Corp. This campaign received an hon- 
orable mention Putman Award. Sept., 
1948, page 


Selling The Diversified Product Line. 
How technical literature, house organs, 
direct mail and space ads help sales 
men for Ohio Chemical & Mig. Co. sell 
12 specialized lines. Oct., 1948, page 36 


Can Comic Books Sell Industrial Sup- 
plies? 19 Manufacturers of wire rope 
say that comic books are a good medi 
ul They tried it—with results. Jan., 
1949, page 40 


How Sales Management Plus Increased 


Business 500%. This first-hand story 
f how a 5-point sales program, includ 
w vig us sales promotion and ad 
ertising paid off volume-witse tor a 


art Feb 949. 


te scil a eta eryor 
} 
eV ‘ ‘ 
sees in Mar 49. | 41 


Globe Wernicke Scraps Its Precedents 
With A New Marketing Plan. This 


anutacturer of ottice equipment cou 
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Roddick Tool Co. Costa Mesa, 


Calif.. knows how to promote its 
line of internal pipe wrenches for 
refrigeration and air conditioning 
equipment, as illustrated by this 

uh, interesting model. 


Do You Have the Dope— 
—on the commercial refrig- 
eration market? Send for your 
copy of Inside Dope #12. ‘Titled 
“Two Way Stretch,” it reports a 
broadening of product sales and 
addition of many more services 
offered by dealers, distributors, 
contractors and service organiza- 
tions. 
Plenty of facts—at no cost to 
you. 


AIR CONDITIONING & 


REFRIGERATY 


News Digest 


FROM AIR CONDITIONING & REFRIGERATION NEM 


“I believe that AIR CONDITIONING 
& REFRIGERATION News is the best 
newspaper of our industry.”—J. R. 
HERTZLER, V. P. and General Sales 
Mgr., York Corp. 


Year-Round System 
Sells New Homes 


PHILADELPHIA—-Max Chipin & 
Sons, medium-priced home contrac- 
tor here, says that year-round air 
conditioning in new homes has out- 
sold conventionally heated new 
homes. 

They are equipping 54 houses with 
G-E packaged conditioners and G-E 
warm air furnaces after finding that 
an original group of 24 similarly 
equipped were completely sold one 
week after a demonstration model 
was opened to the public. Especially 
significant is the fact that they were 
all sold before a_ previously-built, 
lower-priced group (almost identical 
except for air conditioning) was sold. 

Chipin & Sons states that despite 
the higher price, the year-round 
conditioning makes a big difference 
in buyer response. 


Dateline: W ashington, D. 


Unpleasant words are again domi- 
nating the leads of today’s news 
stories from the Capital. Words we 
don't like to use, but whose synonyms 
are just as ominous. And so we 
report them: controls, allocations, 
shortages, priorities, price ceilings 

and all the others that go hand 
in hand with national defense. 

Heavy sales activity exists on all 
appliance fronts. What may or may 
not be panic buying has created local 
shortages of home freezers in par- 
ticular. This accentuates the neces- 
sity of food preservation during na- 
tional mobilization. The industry has 
actually been supplying the Armed 
Forces since 1945 with standard and 
experimental refrigeration equipment 
for industrial processes and testing, 
and air conditioning equipment for 
aircraft. Thus, no large-scale con- 
version is expected at the present. 

It's anybody's guess what will hap- 
pen next. We do not claim prophetic 
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powers. However, AIR CONDITIONING 
& REFRIGERATION News has again 
established its contacts in Washing- 
ton and is currently interpreting 
policies and decisions in the light of 
interests of the refrigeration and air 
conditioning industry. In this day of 
indecision, it is vital that the indus- 
try’s leaders be forewarned of deci- 
sions that could affect long range 
planning. This ACRN service is time- 
tested: during World War II, ACRN 
was the only paper in its field, and 
one of the few business papers, which 
not only maintained a constant flow 
of vital information from Washing- 
ton, but also championed the indus- 
try’s interests on Capitol Hill 

For ACRN, the dateline, “Washing- 
ton, D. C. * will merely be another 
example of a long-established policy 
to make subscriber service the num- 
ber one job... and to ACRN adver- 
tisers will indicate a continuance of 
intensive readership 


@ abe 


Air Conditioner Sales 
Up; Commercial Unit 
Sales Down In 1949 


Substantial gains were shown in 
shipments of self-contained air condi- 
tioners in 1949 over 1948, according 
to the Industry Div. of the Bureau 
of the Census. Total units in 1949 
were 123,407, compared to 111,620 in 
1948. Biggest gain was in room-type 
air conditioners of the window and 
console type. 

Shipments of compressors and 
compressor units increased from 
459,390 in 1948 to 601,810 in 1949. 

Total shipments of components and 
accessories for air conditioning and 
commercial refrigeration equipment 
were down in 1949, however, due 
mainly to a decreased value of con- 
densing unit shipments. Total ship- 
ments of condensing units in 1949 
were 610,341 units valued at $54 
million, compared with 841,609 units 
valued at $73 million in 1948. Princi- 
pal decrease came in the smaller 
sizes, from 4 hp. on down. 

Data for the 1949 figures was ob- 
tained from reports received from 
93 companies in the industry. 


York Markets Conditioner 
To Fit Forced Air Furnaces 


York Corp., York, Pa., has intro- 
duced a new line of six residential 
air conditioners which can be used 
with any forced warm air heating 
system. Units are priced to provide 
a 5-room home with complete air 
conditioning for less than $1,000 
Flexible in application, the air condi- 
tioner can be installed as an inde- 
pendent central system, or even as a 
series of remote units 


Complete informotion on any of these 
topics. Check item and mail to: 


AIR CONDITIONING & 
REFRIGERATION NEWS 


460 W. FORT ST., DETROIT 26, MICH. 
“The Newspaper of the Industry" 
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SALES 
IMPACT 


Really COUNTS! 


MILK PLANT MONTHLY’'S sales impact 
wnetrates to the very core of t 
MILLION per 
processes some 
milk annually 


The total purchases of equipment and 
supplies to keep this vast industry roll 
ing ts In excess of £100,000.000 yearly 

MILK PLANT WONTHLY is your 
tipen Door” te this vast Market 


MILA PLANT MONTHLY'S pages are 
brim full of timely articies by the pre 
eminent dairy experts of the World 

Its editerial content stands head and 
shoulders above any other Dairy pub 
lieation 


MILK PLANT MONTHLY publishes each 
month, milk prices as issued monthly 
S. Department of Agriculture 

PLANT MONTHLY issues 

complete up to-the minute ‘ports on 
new patents affecting the Milk Industry 


Anothe 
structs 
papers all 


The QUESTIONS & 
ment is another one 
able services rendered 
seribers this accounts, in ta 
measure, for the high percentage of ou 
scription renewals 


industry 


exclusive department is “Ab 
of Keeent Literature” from dairy 
over the World 


ANSWERS depart 
of the many valu 
FREE to sub 


fiver the 
readers, 
geined and 
deneer 


through 


years, 
MILK PLANT 
held their 


thr rough service to its 
MONTHLY has 
complete confi 
better Medium exists, 
© successfully present 

your product or service to the men who 
specify end buy without run-a-round 
Those who initiate and recommend 


which 


Those who are entrusted with mak 
om YOUR work and pay out! 


fenmsalt your advertising agency, of 
write today for detailed information and 
sample copys 


Established 


ABC. Audited Since 1929 


Milk Plant Monthly 


327 South LoSalle Street 
Chicago 4, Illinois 


advertising 
volume 
Story 


business 
brief study of 


poned its paper 


Here's a sales 
resulting from inquiry follow-up 
mpany revamped sales 
mram, revised dealer tran 
and revamped product sty! 
1949, 


also tells how « 
training pré 
chise terms 
ing \ug page 56 
Repeat Ads Boost Inquiries, Spur Sales 
For Mcgill. How the use of “Repeat 
Ads” resulted in a 55% inquiry increase, 
wthough ad budget had been sliced in 
halt sept 1949 
Lyon Ad Offer Provides Perfect Meas- 
ure Of Results. A specific “facts and 
figures” telling the results of an 
il advertising campaign run by 
I n Metal Products Co. Winner of a 
Award for the 
n of industrial 
1949 page 42 


story 


nedustri 


$1,000 Putn best use 
| adver 


tising 


How Koppers Launched A New Prod- 
uct For 53% Gain. The story of w 
paper advertising 
racking up a 53% gain (in 
Koppers Pitts 


page 65 


business played a 
role 

s) for 

burgh 1949 
Gump Mail-Order Advertising Builds 
Successful Machinery Business. Se!!- 
industrial 
exclusively 
specialty products 
April, 1950, 


ing without salesmen, this 


uses advertising 
to successfully sell 


to highly selective markets 


pplier 


page 33 


How To Introduce A New Raw Mate- 
rial. How the Plaskon Division of Lib 
hbey-Owens Ford Glass Co. successful 
new plastic (Plaskon 


May, ‘50, P. 40 


ly mtroduced a 
Alkyd) mm two years 
Five Sales Methods Get Results For 
Du Pont. A “case history” story show 
ing results obtained from advertising 
slanted for exploratory selling, to hold 
a market and for educational selling 
June, 1950, page 38 

How A Product Handbook Can Prove 
Your Ad Results. American Hard Rub- 
offered a handbook in business 
advertising, and got specific proot 
effectiveness of their campaign 
1950 


vr Lo 
paper 
t the 
July page 36 

Hough Increases Sales 15% With In- 
dustrial Advertising. This study is 
crammed full of facts and figures tell- 
Frank G. Hough Co., 
rubber-tired tractor- 
sales while the in- 
was experiencing a 
Aug., "50, P. 38 


ing how the The 
manulacturer of 
shovels, increased 
dustry as a whole 


decline in business 


GENERAL 

An Engineer Analyzes Industrial Ad- 
vertising. A consulting engineer tells 

w mdustrial advertisers can unprove 
the effectiveness of their ads. June, 
1946, page 31 
How To Sell Advertising To Top Man- 
agement. A tormer ad now 


president 


manager, 


suggests the 


for selling top brass on 
Nov 1946, page 2Y 


How To Keep Management Sold On 
Advertising. How to prove that the 
professional use of your ad budget is 
paying off. Aug., 1947, page 62 
The Effectiveness of Repeated Adver- 
tisements. Here are the major conclu- 
sions of the Repe at Ad Study together 
with charts showing effect of repetition 
on observation, readership and inquir 
ies. Sept., 1947, page 36 
When Shall We Repeat? A discussion 
the limitations and practical appl 
cations of the Repeat Ad Study. Feb., 


1948, 


The Effectiveness Of Business Paper 
Advertising The story of a sound slide 
film prepared by U. 5S. Steel Corp. to 
help top indus 
advert 


appraise 
1948 


management 


sing. July, page 34 


trial 


More Data On Repeat Ads. Additional 


m on the readership of “Re 
1948, 


intormati 


Ads”. Oct 


peat page 39 
Convincing Management About Adver- 
tising. Eight sales and advertising ex 
ecutives tell their own techniques tor 
proving the effectiveness of advertising 
July, 1949, page 52 

Advertising Doesn't Pay Unless You 
Have A Job For It. A “case history” 
roundup, telling of industrial advertis- 
ing results achieved by nine different 
companies. Oct., 1949, page 34 

What Advertisers Did With 1947 Re- 
peat Ad Study. Here's a study which 
tells how 160 advertisers, agencies and 
publishers used the 1947 findings—with 
praise. Nov., 1949, 


results, objections, 


page 44 


Starch Measures Best Read Industrial 
Ads. A monthly feature showing read- 
ership scores of leading industrial ad 
vertisements. Nov., 1949, page 38; Dec., 
1949, page 38; Jan., 1950, page 42; Feb., 
1950, page 40; March, 1950, page 38; 
April, 1950, page 38; May, 1950, page 
42; June, 1950, page 42; July, 1950, 
page 54 


New Check List For Re-Examining 
Your Entire Advertising Program. An 
excellent tool for checking your current 
advertising program to be sure that it 
is doing an effective job. March, 1950, 
page 42 


What Advertising Can Do In The Sales- 
man’s Market. A talk by J. S. Smith, 
General Electric Co., which suggests 
that if advertising is to be effective, 
inquiries must be promptly and proper 
ly handled. June, 1950, page 40 


The Radar Of Selling Industrial 
Advertising’s Offer To Management. 
\ condensed version of the movie on 
NIAA 
financed 
shows the ef 
advertising 


the effectiveness of the spon 
Publishing Co 
forcefully 

industrial 


page 42 


sored-Putnam 
movie which 
tectiveness of 


July, 1950, 
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CHEMICAL 


GROWS WITH 
THE MARKET / 


lENGINEERING 


IN WHICH THE CHEMICAL PROCESS 
INDUSTRIES DIDNOT PLAY A 
PART. THIS 1S YOUR MARKET 

THE MARKET COVERED EACH MONTH 
CHEMICAL ENGINEER! 


THE CHEMICAL 
PROCESS INDUSTRIES 
HAVE SET A FAST PACE 
IN THE LAST IO YEARS 
CHEMICAL CONSUMPTION 
MORE THAN DOUBLED. . 
SO DID EMPLOYMENT IN 
THE C.P1. AND SO DID 
C.E.’s READERS! 


MONTHLY MAGAZINE 


“TEN YEARS AGO WE SPEARHEADED OUR SALES PROGRAM WITH 


12 PAGES IN CHEMICAL ENGINEERING. ove Gross SAEs 
ARE NOW MORE THAN 7EW 7/MES THE AMOUNT THEY WERE IN 


1940,”savs MR.HAROLD W. HARRIGAN, mae. oever ow, 


HERSEY MFG.CO.,s0sT0N, mass. “COPY PERSISTENTLY 
CARRIED IN DID THE JOB FORUS. “AGENCY: TIPPETT, JACKSON BNOLAN. INC. 


MARKET... ANOTHER 
ADDED FEATURE TO PUT 
“STRETCH” INTHE 
ADVERTISER'S DOLLAR. 


TRY AND FIND ONE OBJECT 
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TO CERAMISTS 


VIA 


Send for Reprints of INDUSTRIAL MARKETING Articles 


@ The following reprints of outstanding editorial features are offered as a special 
service to IM readers. Please send reprint order (number and name of article) 
with exact amount in coin, stamps or check to: The Editor, INpusTRIAL MARKET- 
inc, 200 E. Illinois St., Chieago 11. Sorry, but we are unable to handle credit 
orders under $1, We'll be happy to bill you for larger amounts. 


R192. Why readership surveys go wrong . . . 


R199. Business Paper Volume for 1949 Analyzed, by A. R. Venezian, Aug., 1950. 15c. 
R198. Ten Ways for Salesmen to Woo the Purchasing Agent, by J. E. Coleman, Aug.. 


1950. 10¢ 


RI97. How A Product Handbook Can Prove Your Ad Results, by Robert D. Towne, July, 


1950. 10c. 


R196. How Business Popers Can Meet Their New Competition, by William A. Mar- 


steller, April, 1950. 


R195. Census Shows Big Increase in Power Use, Moy, 1950. 5c. 
R194. Decentralize Your Sales Force for More Effectiveness, by Glen H. Treslor, Moy 


1950. 


R193. Organizing and Managing Industrial Market Research, by Bay E. Estes, Jr.. 


May, 1950. 
and how to right them, by Robert B. 


Luchors, May, 1950. 15c. 


R190. Business Paper Space Placed by Advertising Agencies: 1949, April, 1950. 10c. 
R189. Publicity Con Bring Soles If You Pinpoint Your Target, by Harry W. Smith, Jr., Feb. 


1950. 10c 


R188. What Management Can Get from Editors Associations, by Robert Newcomb and 


Marg Sammons, Dec. 1949. 10c 


R187. A Bigger Audience Calls for Better Annual Reports, by Richard H. Boiley, Jon. 


1950. 10c. 


R186. Selling to Engineers? Educate Them, but... , by Huxley Madeheim, Oct. 1949. I5e. 
RIBS. Advertising Doesn't Pay Uniess You Have a Job for It, by Julian Boone, October, 


1949. 


* 
R184. How to Use Graphs in Industrial Advertising, by L. Leonard Philips, Sept., ‘49. 10c. 
a « R183. Globe-Wernicke Scraps Its Precedents with a New Marketing Plan, by W. K. 


Ceramic Bulletin — read by the men 


Downing, August, 1948. 10c. 


R182. How to Get Publicity—Your Hidden Sales Asset, by Hal Burnett, August, 1948. 5c. 


CERAMIC BULLETIN | 3% 


R180. 22 Things You Should Know About Industrial Buyers, July, 1949. 10c. 
R178. 5 Steps to Finding Out . . . Does Your Employe Magazine Pay?, by Ken M. Davee, 


Back Your Salesmen with Advertising’s Fire Power, by D. F. Austin, July, 1949. 10c. 


June, 1949. 10c. 


who create ceramic business. C. B. R175. How to Measure Results of Industrial Advertising, by William A. Marsteller, 


offers the advertiser the concen- 
trated attention of 5,297 ceramists 
These men road C. B. to gain knowl- 
edge of research happenings, proc- 


May, 1949. 


R173. Guideposts for Forecasting, by Frank D. Newbury, Aug., Sept., Oct., Nov., Dec. 


1948, Jan., 1949. $1.00. 


R172. How to Get the Meat Out of Starch Reports, by Richard L. Edsall, May, 1949, 10c. 


Ri7! 
R170. 16 Ways to Sell to Engineering Departments, by J. T. Bennett, Apr., 49. 10c. 


Dustry Rides Again, by Richard B. Carland, Apr., 1949. 10c. 


esses, and methods current in the R169. How to Advertise to Business Men, by Howard G. Sawyer, Nov., Dec., 1948. Part | 


field. 


5297 


of Series. 10c 


R168. How to Make External Publications Pay Off, by Harrison M. Terrell, Oct., Nov., 


Dec., Jan., Feb., 1948-49. 50c. 


R167. How to Plan and Pep Up Your Show Exhibit, by Karl F. Kirchhofer, Jon., 1949. 0c. 
R166. Keep the Line Open Between Employer and Employe, by Robert Newcomb and 


Marg Sammons, May, June, July, Aug., Sept., 1948. 50c. 


R165. How Industrial Buying Is Done, by W. D. Crelley, July, 1948. 0c. 


Cc I R Cc U L A T I Oo N Ri64. How Advertising Agencies Can Overcome Management's Adverse Attitude, by 


By Fields: Refractories, 23°/,; White Riot. 


R160. Mockup Demonstrator Improves Salesmen's Closing Ratio, by H. W. Bluethe, 


Wares, 22°/,; Glass, 22°/,; Materials 
& Equipment, 8°/,; Structural Clay 


Leo Burnett, November, 1948. 
We went to Four-Color Inserts On a Cut Budget, by Clifford Stubbs, June, ‘48. 10c. 


Oct., 1948. 10c. 


Ri5S8. Researching the New Product, by William J. Stokes, June, Aug., 1948. 15c. 
R157. Sending a New Heating Product to Market, by Stuart Phillips, Sept.. 1948. 10c. 


eo. o/. 
Products, 7%oi Enamels, 10 o Design, RIS5. Guideposts for Forecasting, by Frank D. Newbury, Aug., Sept., 1948. 25c. 
4°; Educational, 2°; Miscellaneous, R154. Using Newspaper Advertising to Spot Industrial Buyers, by Wilhelm Ferdinand, 
Aug.. 1948. 10c. 
“ R153. Using the Telephone to Help Mechanize Your Field Soles, by Karl F. Kirchhofer, 


By position: Ceramic Engineers, 


May, 1948. 10c 


R152. Catalogs as Sales Tools, by B. M. Walberg, May, 1948. 25c 


22.1%; Plant Mgrs. and Supt's, R145. How Can | Find What Type to Use? by A. Raymond Hopper, Apr., 1948. 10c. 


R144. Techniques That Will Make Your Copy Pull—The Copy Chasers Column, Apr., 


13.8%; Research Directors, 12.6°,; 1948, 25¢ 
Presidents, 11.1%; Vice-Presidents, R143. How to Make “Non-Selling” Advertising Pay Off, by R. E. Whiting, Mar., 48. 10c. 
7.4°%/,- Chemists, 4.7°/.: Student Engi- Ri4i. Market Research Combats High Distribution Costs, by Richard D. Crisp, Feb., 
neers, 16.6°; All Others, 11.7%. R139. Selling in the Buyer's Market, by L. Rohe Walter, Feb. 1948. 10c 
. ; R138. Education on the Selling Line, by P. R. Willmorth, Feb. 1948. 10c 
Write for an analysis of C. B.'s cireuletion— R137. LeTourneou Tells How Its Ad Campaign |s Tailored to Reach Export Morkets by 
see exactly who reads C. 8 J. G. Van de Loo, Oct., 1947. 10c. 
*R133. The Effectiveness of Repeated Advertisements, Sept.. Oct. and Nov., 1947. Tc. 
Cc eram i c B u lleti n R127. The Economics of Industrial Advertising, by Jesse H. Neal, Sept., 1947. 10c. 
Ri2!. The Orchestration of Type, by A. Raymond Hopper, Mar., 1947. 15c 
published by the RI05. The Agency-Client Relationship, by C. E. Gischel, July, 1946. 10c 


American Ceramic Society 
2525 High St.. Columbus 2, Ohio 
Depr. 


*!2-page reprint summary of the Repeat Ad Study made under the guidance of a 
special steering committee of industrial advertisers, agencies and publishers. 
Single copies—75 cents, 10 or more—SO cents each, 25 or more—25 cents each. 
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Want to Know Something NOW about Your Biggest 


Customer of 1952? 


If you manufacture industrial products we 
know, as you do, that your best ultimate customer 
two years from now wil be a large or active in- 
dustrial concern. Like you, we also know that 
the specific industry of this biggest customer can- 
not be predicted with certainty, for industrial 


markets change. sometimes overnight. 


What then can we say about this unknown cus- 
tomer? For one thing. that his top operating, 
engineering and production men are almost cer- 
tainly among the 60,000 readers of Industrial 
Equipment News who are carefully selected from 
the nation’s largest and most active plants in all 


industries. 
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For another, that these men are constantly 
searching for new products and new equipment 
ideas that they can adapt or adopt... and that 
Industrial Equipment News serves this need 
more completely, more accurately, than any 


other single publication. 


And that’s what we wanted to tell you... . that 
through standard one-ninth page units in Indus- 
trial Equipment News you can reach the key men 
in that unknown biggest customer plant, regard- 
less of the industry concerned. And for as little 
as $110. 


Send for The [EN Plan for the complete story. 
Industrial Equipment News, Thomas Publishing 
Company. 461 8th Avenue, New York 1, N. Y. 
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Sewrce, Tobles 2 & 3: 


Table 2: How Each State's Industry Is Divided . . . as 


State 


foods 


Teatiles 


Furniture Pager 
Other Paper 
ws. Pets Products 


Premting 


Petroleus 
Coa! 
Products 


ABOVE: The first and last colums of figures show 
proportion of national manufacturing employment 
in each state ond region. Figures under industry 
headings (Food, Tobacco, etc.) show what per 
centage each industry represents of the total monu 
facturing employment for the stote of rgion 
Example the New Englend industrial morte? is 
20.24% testile, 12.41% machinery, 6.30% iron and 
ttee!, and so on 


BELOW: Top row of figures in Table 3 gives each 

industry's percentage of the total manufacturing 

employment. The figures in each column show whot 

percentage of each industry's employment is in 
each state and region 


few England 10.22% ‘ 0.16% 20.28% 4.03% 2.94 1.30% +t 3.41% 0.36% 
ine 0.78% 0.09% 26.604 1.63% 0. 704% 14.988 1.60% 0.462% 0.03% 
few Hampshire 2 24.6" 2.08 3.05% 0.258 
---- $.mt 76% $. 164 $.27% a.m om 
Massachusetts +m 1.01% 1.70% +o 2.47% oom 
1.07% 2 +008 2.108 1.03% 2.12% 0. 
Connecticut 10.008 0. set 17m 2.56% 2.268 

Middle atlantic 27.404 0.67% 1.108 2.94 1.608 
Tort 12.68% ? 0.1% 22.53 2.20% 6.244 4.68% 0.5% 
Jersey ‘ 0.62% 8. 10. 0.738 2.461% 2.70% 2.008 
Pennsylvania 9. eet 1.308 10.09% 2.9" 3.6% 3.0% 2.467% 

fast Borth Central 29.4" ? 0. 1.204 3.00% 1.708 2.57 2.92% 3.398% 0. 
Mie 2.6% 0. set 1.9 2.6 3.99% 0. 48% 
? 0.284 3.17% 2.02% 1.778 2.01% 3.43% 2.47% 
Mich igen 6.90% 0.47% 2.03% 2.02% 2.21% 3.30% 
Wiscansie 2 2. 2.62% 2.97% 3.6% 0.28% 

South atlantic 10.03% 6.20 2.06% 10. 3.78 2.914 3.09% 6.704 0.30% 
Delaware 0.308 3.564 1.968 2.10 37.3% 0. 6st 
Maryland 0.068 6.33% 10.0% 2.30% 4.264 0. 
DCist. of Columbia 27.324 0.72% 1.06% 2.00% 2.0 $3. 734 1mm 0.06% 
Virginia 19.12% 13.608 6.06% 2.70% 0.214 
West Virginve 0. 2.01% 3.1080 1.108 2.36% 17.3" 0.90% 
forth Careline +.00% met 2.7 9. 2.05% 1.30 
Sewth Carolina 1. 0.98% 66.59% 12.75% 1.19% 2.0 0.09% 
Georgie 0. 20% 2.30% 1.07% 3.92% 0.20% 
0.66% 27.06% 8.77% 21.73 2.0% 7.008 0.10% 


Westward Markets 


(Continued from page 38) 


Now say we sell our product en- 
tirely to a single industry or a few 
industries. Suppose, for example, our 
product is a machinery component. 


Table 3: How Much of 


Our market is therefore the machinery- 
building industry, so we turn to Table 
3 to find out how much machinery 
manufacturing is done in each state. 
The column headed “Machinery” 
shows us first that 10 out of every 100 
of the nation’s manufacturing em- 
ployes work in machinery plants. It 


Each Industry Is in Each State 


& of total national 
ofa. employment 


Foods 


Furniture & Paper 

Other wood Paper aad 
Vebecce | Testites Appare! water | Products Products | Printing | Chemicals | 
0.67% 9. 7.03% 5.22% 2.39% 3. 4.72% 4.648 1.008 


State & Region 


Sew England 607% 
Marne 
New Hampshire 
Vermont 


Massachusetts 
Rhode island 


Conmectiicut 


-e 20008 


18.97% 
0.21% 3.71% 
0.43% 1.608 
owt 
3.568 7.31% 
0. 145 
1.988 


im” 


2.20 
10% 0.07¢ 
ome 

ost cone 

1.78% 
0.22% 
mt 0.28% 


Migele Atlantic 20.154 


Tork 9.98% 
Rew Jersey 3.51% 


Pennsylvania 


s. 
2. 
0.77 
2. 


fast Borth Central 
Ohio 
indiana 
Michigan 


Wisconsin 


| 
Seciet Security Administration 
Reports for @ret quorter, 1948. 
Barelactering 4 
i+ 
| 
{ 
4 
& 
if 
| 
i 
2.0% 22.96% 
0.0% 2.1% 
0. 1.724 j 
0.43% = 
1.22% 10.05% 
ence wet 
0. 3.12% 
23.268 19, 32.79% 12.33% | 27.068 
7.52% 36.50% get 22.13% 12.79% 
$.00% 7.03% 2.064 12.1% 7.62% 
10. 12.648 5.61% 7.72% 7.95% 4 
ae 
a 29.908 6.108 32.72% 28.58% 27.31% 21.488 16.95% 
2.724 4.308 2.™t 1.373 6.67% 7.08% 4.77% 4.08t 3.3% 
3.08% 1.28 0.46% 1.67% 1.428 6. 2.13% 2.19% 2. $.504 
0. 0. 1.08% 1. 9.67% 6.67% 12.97% 6.53% 6.92% 
0.97% 0. sot 0. 6.26% 5. Set 3.23% 0.73% 
0. 198 0.89% 2.S9t 7.16% 2.16% 1.00% 0.41% 
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Stone. tron fonferrous Aircraft Or anance 

Clay Steel4 Metals [ Electrica! Shipderleing ‘ instruments, 
| Leather Glass Products Products | Machinery | Machinery] Automotive acces. tte. 
3.068 7.6% 8.308 2.208 7.90 12.61% 0.288 2.778 1.01% 2.648 
0.00 | 15.008 1.278 0.02% 0.024 6.508 2.068 -- 0.078 
0.76% 25.955 1.288 2.01% 0.208 1.568 7.20% 0.92% 
3.008 10.228 1.388 0.462 9.78 10.57% 0.51% 2.77% 
+n 0. 82% 0.708 6.108 0.598 0. 18% 
2.77% 0.53% ort 6.528 19. 0.33% 7.07% 2.467% 
0.92 | 2.995 3.488 1.318 8.05% 7.97% 2.7 2.968 


also reveals that 13% of the industry 
is in New England, 22‘¢ in the Mid- 
dle Atlantic States, 48° ‘in the East 
North Central States, ete. 

If we wish to convert the percent- 
ages back into actual number of em- 
ployes, we can do it in this way: 
Tables 2 and 3 are based on manufac- 


turing employment figures for the first 
quarter of 1948, the latest period for 
which the Social Security Administra- 
tion analysis is available. Total manu- 
facturing employment at that time was 
15,119,327. About one-tenth (exactly 
10.19% } worked in the machinery in- 
dustry (exclusive of electrical ma- 


.. @S Measured by Manufacturing Employment 


chinery). That is roughly 1,541,000. 
Table 3 shows that the leading ma- 
chinery manufacturing state is Ohio, 
with 14.36% of the total. So we simply 
multiply 1,541,000 by 14.36%, and 
that gives us about 221,000, the num- 
ber of persons who work in Ohio ma- 
chinery manufacturing plants. 


Ruduer Leather Glass 


1.68% 2.76% 3.304 12.994 


ferrous 
Stone, Clayfiron 6 
Products | Products 


airecratt 
Electrical spdurlding 
Machinery | Machinery | Automotive ttc. 
10. 19% $.208 3.16% 


dnance | Miscel~ Unc lass i- 
Access. ttc taneous fied 
om 3.064 0.95% 


Measured by Manufacturing Employment i 

‘ | 
4 

i 

0.50% 0.284 | 

2.04 

; 0.87% 

2.7 3.12% 16.92% 16.54 14.294 1.988 
5.3% 28.17% 17.98% 7.27% 2.39% 

2.968 3.92% 21.988 1.3% 13.07% 11.98% 

2.462% 17.108 2.02% 14.924 1.728 2.90% 0.508 1. 

1.64% 1.73% 13.77% 41.56% 0.70% 0.03% 

1.108 0. 76% 12.09% 2.22% 23.67% 7.138 1.0% 

3.968 0.99% 1.608 2.12% 0.088 3.40% 0.27% 1.08% 0.63% 10. 63% 

6.238 0.64% 6.02% 7.12% 4.17% 0.468 0.80% 4.60% 4.508 0.308 

2.124 3.58% 1.3m +o +968 13.508 0.39% 0.38 = 

0.08% 2.27% 2.47% 1.068 0.92% 0.22% 1.398 0.69% 0.718 : 
j 2.0 2.70% 3.68% 0.204 0.09% 0.72% 0.80% 0. set 

| 1.208 22.00% 21.68% 1.908 4.788 2.908 0. 39% 0.93% 0.38% 1.00% 1.228 0.90% 

| 0.90% 1.47% 0.89% 0.02% 1.52% 0.06% 0.35% 2.08% 

0.02% 1.608 0.28% 0.6% 0.07% 0.49% 0.08% 0.398 0.258 

0.06t 0.878 2.98% 1.784 0.2% 0.36t 2.2% 1.77% 0. 0.13% 0.821 ‘ont 

0.01% | 3.508 0.06% 0.22% 0.28% +20 0. 35% 1.068 0.25% 0. 

is 

4 

ey 
18.62% 28.27% 4.208 6.568 6.968 13.32% 12.66% 16.300 21.168 10.29% 
0.088 4.108 0.18 0.074 0.48% 0. 49% 0.03% 0.36% 0. 7 
0.254 5.178 0.21% 0.09% 0.07% 0.19% ance 0.18% 0.43% H 
2.15% 0.86% 0.05% 0.01% 0.09% 0.40% ---- 0.27% 0.30% 3.07% 
11.03% 18.02% 2.61% 2.02% 8.27% 5.05% 2.2% 8.17% 6.37% 0.084 

q 2.708 0.31% 0.23% 0.5% 0. 0.768 1.1% 0.12% 0.08% 0.89% 5.1% 2.16% 
4.52% 0.52% 0. 79% 3.194 12.008 1st 0.17% 6.1% 3.611 

a 6.208 | 2.758 | 
7.62% 18.92% 0.01% 
| 27.97% 43.408 18.62% 20.33% 

32.96% 13.26% 15.19% 6.00% 3.784 0. 

6.42% 4.224 6.1% 3.26 0.95% — 
2.40% 6.4" 10.83% 6.07% 11.22% 0.19% 
5.328 3.37% 8.56% 2.61% 0.1% 
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Oliver Sells Equipment 


(Continued jrom page 43) 


substantial portion of the advertising 
budget is devoted to media not often 
used in the advertising of heavy equip- 
ment—radio, outdoor advertising and 
country weekly newspapers. All radio 
time is through “local” stations sup- 
porting the dealers within a com- 
paratively small trading area. Nation- 
wide networks are not used for the 
obvious reason that city “circulation” 
would be of no value to Oliver. 


Uses Outdoor 


Among the manufacturers of farm 
equipment Oliver is the largest user of 
outdoor advertising. Again this ac- 
tivity is tied closely to the interest of 
the local dealer. Posters in his im- 
mediate sales area always carry his 
signature. 

The importance of the country 
weekly newspaper with its “from- 
cover-to-cover” readership is not over- 
looked. The company provides a co- 
operative program with space costs 
being paid jointly by the dealer and 
the company. 

Dealers can also take advantage of 
a cooperative direct mail program in 
which imprinted mailing pieces are 
periodically sent to dealer-supplied 
mailing lists. The most elaborate and 
probably the most important of the 
company’s direct mail activities is a 
quarterly magazine, “Better Farming.” 
Format is somewhat similar to the 
Farm Journal and editorial content is 
devoted to “how-to-do-it” material de- 
signed to be helpful to both the farmer 
and his wife. Circulation of “Better 
Farming” exceeds 750,000. 

Oliver believes that one of its 
strongest promotion activities has been 
the production of a sound and color 
motion picture, “Acres of Power.” The 
24-minute film, produced by Chicago 
Film Laboratories, serves a triple pur- 
pose, as it is written and produced to 
appeal to three separate groups— 
company employes, dealer personnel 
and, of course, the farmer himself. 
Produced in 1948, some 300 prints are 
in use. More than three million people 
have seen the film, requested by 4-H 
clubs, conservation clubs and farm 
bureaus as well as civic organizations 
such as rotary or kiwanis clubs. 

While most manufacturers of heavy 
farm equipment find it profitable to 


INDUSTRIAL MARKETING, September, 1950 


| 
4 
4 message in the WARREN Co 
SATURDA Wissue of 
aw Busine” L use wae 
wi jo impre* profits and home” 3 
* 
J 
| 
i fm. ¥ 
YOUR BU SINES>> too 
People Wee THEY ae The First Theme T? De 
er re 
arte 
| 
‘ 


BULL’S-EYE SELLING.. 


a key to profit 


If vou sell to manufacturers, the special 
tabulations which the Lnited States Census 
Bureau made up at the request and expense 
of Modern Industry will be of interest to 
you. Based on this authentic, statistical 
data, we have been able to publish several 
analyses of the 90 key industrial areas giv- 
ing vital information to sales executives for 
the realignment of territories and the re- 


vision of sales quotas. 


It is consistent articles on this and other 
practical, industrial problems that have 
been responsible for the amazing conver- 
sion of Modern Industry's initial controlled 
circulation of 50,000 to the point where it 
is guaranteeing net paid of 60,000 ABC 
average for the first six months of 1951, 
its tenth year of publication. An executive 


acceptance record unequalled by any other 


AMERICA'S FASTEST 
GROWING 
EXECUTIVE MAGAZINE 


magazine in the manufacturing field. 


Modern Industry, THE MONTHLY 
MAGAZINE FOR EXECUTIVES IN IN- 
DUSTRY, is the only magazine specifically 
edited for top industrial management ex- 
ecutives. It is your most efficient medium 
for effective coverage of the leading manu- 


facturing plants in America. 


W rite today for a complimentary copy of our 
new industrial market study, * New Sights for 
Selling in the 50s.” It gives a detailed map of 
“Shifting Patterns in Top Retail Markets” 
and the number of © Bull’ s-eve™ plants in each 
of 9 important industrial areas. 
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The 1951 INDUSTRIAL 
MARKET DATA BOOK 


Number of Industrial Marketing 


You'll find essentia! facts and figures for 
building sound sales and advertising 
strategy in the new 1951 INDUSTRIAL 
MARKET DATA BOOK. This master 
reference on BOTH markets and media 
It's the Number One 


“Answer Book” for every executive con- 


is unduplicated. 


cerned with advertising and selling to 


business and industry. 


Here alone you will find 500 pages of 
concise facts for evaluating markets, for 
selecting business papers — for making 
sure you use the right media to reach the 
right markets all year “round. 


Here are analytical surveys, charts, 
graphs, tables on 84 major industrial and 
trade markets. Here are rates, circula- 
tions, mechanical instructions on 2,300 
business papers. Here are factual sales 


presentations of approximately 200 lead- 


lists of trade 


associations to help you obtain special 


ing business papers 


information — digests of market studies 


available from media. 


Whether you're exploring new markets 
or rechecking present markets and media 
values, you'll find the INDUSTRIAL 
MARKET DATA BOOK an invaluable 


guide — a strategic working tool. 


Make sure you — and everyone in your 
organization who requires comprehensive 
market and media data has a copy of this 
master “Answer Book”. 


NOTE: Your copy of the 1951 IN- 
DUSTRIAL MARKET DATA BOOK 
is a part of your current subscription 
to INDUSTRIAL MARKE 
Price: $3.00 a year in U. S., U.S. pos- 
sessions and Canada. 


Published by INDUSTRIAL MARKETING, 200 E. Illinois St., Chicago 11 


Evaluating Markets and 


Building 
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One Magazine— 


ATLANTIC 
FISHERMAN 


Specializes in Serving 
FISHING BOAT OWNERS 
of the East and South 


Editorial Appeal 


Atlantic Fisherman is the only publi- 


cation with editorial content wholly 


devoted to news and technical intor- 


mation of interest and value to fish- 


ing boat operators 


Audited Circulation 


It's the only commercial fishing pub- 


lication covering the Atlantic Coast, 
Gulf of Mexico and Great Lakes that 


has audited circulation 


Selective Coverage 


It's the only fishing publication that 


has controlled distribution, assuring 
complete, monthly coverage of buying 
power for tishing vessels, without 
waste 


Atlantic Fisherman, Inc. 


Goffstown, N. H. 


New York Representative 


KENNEDY ASSOCIATES 


60 East 420d Street 


New York 


Pacitic Coast Representative 
NOURSE ASSOCIATES 


412 W Street 
Leos Angeles 14 


Member 


Nations! Business 
Publications 


Empire 
Seattle H 


AGGRESSIVE farm equipment dealers operate up-to-date sales and service stores. 
Above, store operated by Gilbert Mason, Anthony, Kas. Below, is display room and 
parts storage area of Storlie Sales & Service, Rochester, Minn. 


operate company owned branch 
houses, the manufacturer of “short” 
or specialty lines finds it more practi- 
cal to distribute through the farm sup- 
ply wholesaler. Obviously, it would 
not be profitable for a concern pro- 
ducing only milking machines to set 
up branch houses, and employ a large 
staff of salesmen to call on dealers. 
The wholesaler can keep sales costs 
at a minimum because he is in a posi- 
tion to spread his operating and sales 
expenses over the hundreds of different 
items he stocks. Covering just a 
limited territory, the wholesalers’ 
salesmen can pay frequent calls to the 
dealer—usually 12 to 18 times a year. 
In a limited manner the salesman per- 
forms much the same service as the 


block men working out of the branch 
houses operated by the manufacturers 
of heavy equipment. 

The manufacturer, freed from ware- 
housing and selling responsibilities, 
can devote all of his abilities to the de- 
sign, manufacture and promotion of 
his product. Also, he is able to op- 
erate on less capital as the wholesaler 
provides credit service to dealers. So 
the short line manufacturer without a 
nationwide sales organization can de- 
pend on the wholesaler to get his line 
to the farm equipment dealer when he 
wants it and where he wants it. 

From the dealer's standpoint, the 
wholesaler is also helpful in that he 
provides a specialized buying service 

his buyers know the entire market 


Ad at right 
Ad at left 


at left. 


Which Ad Got the Highest Starch Score? 


(Answer to problem on page 41.) 


The ad at right was the best read. It was seen by 27% more readers 
and read thoroughly by 60% more readers than the other ad. The scores: 
Noted Read Most 


One reason for the difference probably was that readers were more 
interested in results of product use, featured in photos and captions at 
right, than in how to use the product, featured in drawings and captions 


Some studies have shown that a right hand page is better read than 
a left. This also might have given the winning ad an advantage. 


28% 16% 
22% 10% 
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LITTLE ONES OUT OF BIG ONES 


..+AND VICE VERSA 


AccorpiNnG to our client, lowa Manufacturing Company 
of Cedar Rapids, Iowa, the advertising which helps them sell 
Cedarapids portable rock crushing plants for “making little 
ones out of big ones” has been a major factor in their growth 
into “a big one from a little one’. Lowa is recognized as largest 
in its field—and as one of the most aggressive advertisers in 
the industry. 


It has been our experience that aggressive advertising and 
sales leadership go hand in hand. But it isn’t enough to spend 
enough. You have to spend it right. Our knowledge of how 
to do this for industrial products stems from concentrated 
industrial experience.* This experience enables us to handle 
for lowa Manufacturing — and other clients — publication 
advertising, sales literature, direct-by-mail, motion pictures, 
publicity, dealer helps and other sales aids. 


If this type of agency experience appeals to you, let’s talk 


it over. 


RUSSELL T. GRAY, INC. 


205 West Wacker Drive, Chicago 6, Illinois 
Telephone CEntral 6-7750 


*ADVERTISING TO BUSINESS, INDUSTRY AND AGRICULTURE SINCE 1917 
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. Local business buys 
the bread and butter for 
over 10,000 CONSTRUC.- 
TIONEER readers! . . Sure, 
they're interested in what's 
going on in the world—but 

what's going on in their 
own back yards gets first call 
on their reading schedules 

That's why they read 
CONSTRUCTIONEER’S 26 
news-packed issues from 
cover to cover... ads too! 


. CONSTRUCTIONEER 
is written and edited for the 
men in 5 states whose local 
business accounts for over 
25°% of the nation’s total en- 
gineering construction ac- 
tivity. In this tremendous 
equipment market buyers 
read their local magazine 
for local news! 


Member NOP ond ACK COA Audited Circeletion 


THE INDUSTRIAL MARKET DATA BOOK NUMBER 


. . is the only reference source which contains 
basic statistical information on 84 primary in- 
dustrial and trade markets . . . and detailed data on 
the publications serving them. 


Analyze Markets and Media simultaneously in: 
THE INDUSTRIAL MARKET DATA BOOK NUMBER 


and purchase only quality merchan- 
dise produced by reputable manufac- 
turers at competitive prices. Actually 
the wholesaler serves as the dealer's 
purchasing agent. In addition, by of- 
fering fast delivery service. the whole- 
saler makes it possible for the dealer 
to operate with less capital by carry- 
ing smaller stocks. 

Whether the flow to market is by the 
branch house to dealer route or by the 
wholesaler to dealer route, the farming 
industry profits—for either distribu- 
tion system supplies the farmer with 
time-saving equipment and supplies 
which enable him to produce more, at 
less cost, and at greater profit. 

A century ago, with almost primi- 
tive tools. it took four farmers to pro- 
duce enough food for seven people. To- 
day. with the farm mechanized, one 
man can produce food for 15. 


(Figures covering the farm equipment 
dealer's annual sales volume are based 
on survey conducted by Implement & 
Tractor. The complete 20-page study, 
which looks at the merchandising, 
service and general business opera- 
tions of farm equipment dealers is 
available from Implement & Tractor, 
601 Graphic Arts Bldg.. Kansas City 
6, Mo.) 


1,305 Corporations Seek 
‘Oscars’ for Best Reports 


New Yorx Some 1,305 American 
and Canadian corporations have been 
chosen as candidates for bronze “Oscar 
of Industry” awards in Financial World's 
yearly competition for the best annual 
reports. 

The corporations were screened from 
a record 5,000 entrants in the pre- 
liminary competition. A board of judges 
will select final winners in 100 indus. 
trial classifications. Awards will be pre- 
sented in October. 

Weston Smith, director of the com- 
petition, said that progress in the mod- 
ernization of corporate annual reports 
“continues at an encouraging rate.” 

Among the 198 companies that have 
achieved merit awards for the first time 
this year are such well known suppliers 
as Shell Oil Co., Symington-Gould Corp., 
Tide Water Associated Oil Co. and 
United Shoe Machinery Corp. 


‘Journal of Housing’ Appoints 
Maclntyre, Simpson & Woods 
Journal of Housing, published by the 
National Association of Housing Of- 
ficials, has appointed MacIntyre, Simp- 
son & Woods, Chicago publishers’ repre- 
sentative, to handle space sales 
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WHERE IT COUNTS .. FOR 


country’s 
textile producing areas 


TEXTILE INDUSTRIES has 


. in New England Textice INDUSTRIES has more than 
4,000 paid subscribers, and nearly 10,000 in 

circulation aloae, even though dominant the Southeast—a combination of almost 14,000 which 

in its field, cannot possibly give 100% 


coverage of all buying influences. There- gives advertisers the heavier coverage needed for 


fore, TEXTILE INDUSTRIES supple- 
ments its big net paid with Analyzed Di- 
tected Distribution (less than 10% of the 
total!). This is the only plan which can— 
and does—give advertisers maximum cov- 
erage of textile mill buying power. 


1. LEADS coverace oF 
MILL BUYING UNITS 
Experienced space buyers know that paid 


selling these important markets. 
Mills of these two areas account for more than 80% 
of all U. S. textile mill purchases. 


1. LEADS w 


extile Industries 


806 Peachtree Street, N. E., Atlanta 5, Ge. 


LEADS w weveruness 
TO PLANT OPERATION 


T. 1. readers last year received 796 ar- 
ticles, in 15 classifications, on mill man 
agement and production—the equivalent 
of almost 10 up-to-date reference books on 
textile manufacturing. The extent and 
quality of this editorial program has made 
TEXTILE INDUSTRIES Grst in reader 
preference among men in the mills, ac- 
cording to the most recent survey 


ADVERTISING REPRESENTATIVES 


Becton, Mass., Arthur C Shaw, Monroe 
Wel lesiey 
«4. D Parsons, 63 Barker St 


Chicago, E. Allen, Madison-LaSaile Bidg 
Cleveland, Obie, C Smith 609 Caxton Bg London, Eng. Delport. 2 Caxtor 


Gastonia, N.C. Rut 

Los Angeles, Calif., 

New York, Wm 
Maplewood N 


Philadelphia, Pa, Hanson, 708 Hendre 


AMONG U.S. MILLS 


More than 85° of TEXTILE INDUS.- 
TRIES’ big U. S. net paid goes to men 
actually in the mills—-men with direct 
production and mill management respon- 
sibilities. This paid circulation coupled 
with Directed Distribution affords adver 
tisers the largest and most effective cov 
erage of this sales-productive group that 
is available 
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With the June, 1950 issue, the 
circulation of Transportation Sup- 
ply News was increased to over 


All the existing transportation industry market coverage 
remains the same but the coverage of highway trucking companies 
was increased to 20,000 copies monthly which accounts for the 
over-all increase from 45,000 to over 57,500. 


TSN’s present expanded coverage of buyers in all phases of the 
transportation industry makes advertising in TSN a better invest- 
ment than ever. Some of the other pertinent factors that make 
TSN a logical part of every transportation industry advertising 
schedule are: 


@ TSN’s tabloid new product information ¢ TSN’s advertising is not only effective 
newspaper format assures thorough but economical for all size advertise- 
readership and eliminates “buried” ad- ments. For example, the cost of a 7 by 
vertising 10 advertisement, on a 12 time schedule, 


: comes down to only $5.65 per thousand. 
@ TSN has proven ability to produce high pe , 
© TSN continues to gain each month in 


quality inquiries for advertisers the advertising, in spite of a generally de- 
sort of inquiries that mean sales and clining over-all magazine advertising 
new accounts volume. 

Write the latest morket ond publication information. Available ore 


folders: (1) The Transportation Industry Market, (2) Comporotive Market Coverage 
Facts, (3) Comporctive “Cost per Thowsend™ Dete 


Transportation 
Supply News 


Transportation Supply News is affiliated 
with Traffic World (weekly), Daily Traf 

tic World, Traffic Bulletin (weekly), and 4 S. Morket St., Chicago 7, 
College of Advanced Traffic fast 42nd St. New York 17 

2404 West 7rh St. Los Angeles 5 


FOR DETAILED INFORMATION ON 


84 INDUSTRIAL and TRADE MARKETS... 


SEE YOUR NEW 
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8 Field Men, Results 
(Continued from page 33) 
ence there. The company soon learned 
that many insecticide manufacturers 
were not eager to add another product 
to their already varied insecticide lines 

especially when the supplier was not 
too well known in the field. 

Hercules met this obstacle with the 
strategy of a military exercise—de- 
veloping a strong pincers movement 
that cracked the market wide open. 

One end of the pincers was a cam- 
paign in trade and technical publica- 
tions reaching the customer directly. 
The other end, hitting from the oppo- 
site direction, was the campaign to the 
customer's customers the cotton 
growers and farmers. This drive was 
designed to create enough consumer 
demand to persuade insecticide manu- 
facturers to raake Toxaphene-based in- 
secticides. Another aim was to popu- 
larize the name, Toxaphene, generally. 

The drive concentrated on the cot- 
ton growers. Each year infestation 
spreads irregularly at various speeds 
and with different intensities in the 
cotton region. Demand for insecticide 
follows the spread. 

Continuous reconnaissance of this 
region by Hercules’ advertising de- 
partment pet mitted pinpointing of the 
newly hit and worst hit areas as lu- 
crative targets for heavy local adver- 
tising. 

The reconnaissance began when a 
member of the company’s advertising 
staff embarked on a six-week field 
trip throughout the cotton region to 
select areas appearing generally most 
profitable for concentration of local 
advertising. Outdoor advertising (24- 
sheet posters) was used in 73 towns 
or nearby rural areas in Arkansas, 
Louisiana, Texas and Mexico. 

Then, in the selected areas, eight 
field correspondents were employed to 
wire in weekly the local infestation re- 
ports, based on official state and 
federal data, to the company’s Wil- 
mington headquarters and to its 
agency, Fuller & Smith & Ross, New 
York, for incorporating into radio 
spot announcements and newspaper 
ads in less than 24 hours. Spot an- 
nouncements were broadcast on 30 
radio stations in seven states and Mexi- 
co. A daily 15-minute program also 
was used in some areas. 

As the campaign progressed, more 
insecticide manufacturers came into 
the Toxaphene fold, and sales rose. Au- 
thentic infestation reports in the local 
advertising helped keep growers in- 
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CE produces action — 

one issue alone brought 

in more than 28,000 

product information requests! 


CIVIL ENGINEERING 


The Magazine of Engineered Construction 
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JAMES T. NORTON 
Advertising Manager 
33 West 39th Street 
New York 18, N. Y. 
DWIGHT H. EARLY 
100 North LaSalle Street 
Chicago, Ill. 


McDONALD-THOMPSON COMPANY 
Roy McDonald Harry Abney 
625 Market Street Terminal Sales Bidg. Ist & Virginia Sts. 
San Francisco, Calif. Seattle, Wash. 
Conrad Grabb Richard C. Wipperman 
639 So. Wilton Place 601 Continental Building 
Los Angeles, Calif. Dallas, Texas 
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PARTS LISTS 


DO THIS! 


Write us today for samples and 
quotations. If possible, let us know 
the number of sheets to be inserted, 
sheet size, your preference of style 
and color, and approximate quan- 
tity. Should your plans call for IN- 
DEX DIVIDERS, let us know that too, 
so we can offer you a complete 
package. 

BEAVERITE SPECIALIZES 

IN LONG LASTING, 
INEXPENSIVE BINDERS— 
AND SELLS ‘‘DIRECT."’ 


MAINTENANCE 
MANUALS 


Samples and quotations promptly given. 


‘BEAVERITE PRODUCTS, IN 


For new information on 


84 INDUSTRIAL AND BUSINESS MARKETS 


and detailed media presentations of over 
200 PUBLICATIONS 

see your copy of the new 1950 edition, 
MARKET DATA NUMBER 
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formed of local infestation conditions, 
and Toxaphene insecticide dealers 
reaped the good will and sales help. 

Supporting the local efforts, the 
company published and distributed 
more than 1,000,000 copies of 13 edu- 
cational booklets and folders on how 
to identify and combat different insect 
pests. The material included recom- 
mendations of state and fc 4eral au- 
thorities, based on their studies and 
tests, on use and application of Toxa- 
phene agricultural insecticides. A di- 
rect mail campaign was carried on, 
which last year included 66,000 let- 
ters mailed to growers, entomologists. 
agricultural extension stations, county 
agents and others. 

From the start, the advertising was 
supplementary to a strong sales cam- 
paign by technical representatives. 

After a year of intensive selling and 
advertising in cotton growing areas. 
Hercules expanded to national selling 
in 1949, promoting use of Toxaphene 
insecticides against grasshoppers and 
other pests. Ten regional farm papers 
were added. 

By 1950, results totaled like this: 

More than 80 manufacturers were 
making and selling Toxaphene insec 
ticides. The list of such manufacturers 
under the heading, “Toxaphene For- 
mulations,” in the 1950 Blue Book was 
larger than the lists of any other or- 
ganic insecticide manufacturers. 

The name, Toxaphene, is now 
knowr and accepted throughout the 
chemical industry. Most manufac- 
turers of Toxaphene insecticides sell 
their products under this name. Only 
four companies use brand names of 
their own—but display Toxaphene 
prominently on the labels. 

Sales of Toxaphene insecticides 
soared from 30,000,000 pounds in 
1948 to 85,000,000 in 1949, and in the 
first half of 1950 have nearly tripled 
over the same period in °49. 

More than 12,000 inquiries have 
been received through advertising and 
referred to customers for follow up. 

As inquiries were received from 
growers, Hercules sent them literature. 
In addition, inquirers were listed on 


a “tip sheet” and sent to all insecticide 


manufacturers supplied by Hercules. 
Spot checks showed that many manu- 
facturers appreciated and followed up 
inquiries. 

The campaign, which is still con- 
tinuing, won second place and $500 in 
Putman Publishings Co.’s 1950 com- 
petition for the best documentation of 
results from advertising. 
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e Directory Circulation Picture 


Nutshell 


All Other 1,944 


All Other 7,612 


CONOVER-MAST 
PURCHASING DIRECTORY 


GISTER 
on 19,792 


MAC RAE'S 
Total Cire 


*Dota Source: CCA and ABC 


88% more Manufacturing circulation 


And that’s quite a bonus, especially since CONOVER- 
Mast PurcuHasinc Drrecrory is confined to the 
larger plants—those that do from 80% to 90% of the 
buying. These industrial buyers refer to the Con- 
OVER-Mast PURCHASING DIRECTORY many thou- 
sands of times daily. Here is what some of them tell 
us—and it is typical of the experience of industrial 
executives who have available to them practically 
all directories and other information sources: 


Power Plant and Electrical Equipment Manufacturer. ‘We use this 
directory exclusively for locating sources of all types of material and 
machinery used in conjunction with our plant production, construc- 
tion, and maintenance, and would be at a loss for a source of infor- 
mation without this directory."’ Signed— Industrial Engineer 


Railroad Equipment Manufacturer . it is so completely com- 
piled that very little time is lost in finding the necessary informa- 


tion.”” Signed—-Chief Tool and Engineer 


For the Widest Coverage of Industrial Buyers 


Paper Mill Machinery Manufacturer. “I find that it is the most 
complete and the most convenient to handle of any of the several 
directories which we have had in the past four or five years. I also 
find that every day I rely on it more and more, and certainly would 
not like to be without it . * Signed Purchasing Agent 


A Utility Company. 
ently using.”’ Signed— Purchasing Agent 

. it is the most 
Signed— Purchasing © 


Manufacturer of Floor Finishes and Equipment 
used of all the reference books that we have."’ 
Agent 


“We find this directory is our shortest cut 
Signed— Plant Buyer 


Chemical Manufacturer 
for purchasing information .. 


Direct quotations from signed compony letters on file 
in our New York office. Nomes ovailoble on request. 


It will pay you to be represented in the ConovER-Mast 
PURCHASING DireEcToRY by adequate space to illustrate 


and describe the uses of your product. 


Issued Semiannually 


Chicago 11, 737 North Michigan Ave 

New York 17, 205 East 42nd St 
Clevetend 14. 435 Leader 

Los Angetes 36. Cali! 5478 Witvhwe Bive 
Philedeiphia, Pa 33) Kent Bale Cyowyd 

Detrort, Mich 12639 Tuller Ave 

Taunton, Mess, 9 Lor! St 

Rochester 10, Mader Drive (4) Town of Brighton 
Westport. Conn. Bay St 

Little Falts, Viewmont Terrace 


19480 


“This is the only directory which we are pres- 
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International Fair Hits Industrial Snags 


CROWD WAS LIGHT at the industrial exhibit of the International Trade Fair. 


Esquire Subsidiary Offers 
Film Distribution Service 


Ideal Pictures Corp., sub- 
sidiary of Esquire, will offer a sponsored 
film distribution service 

The new service will include securing 
bookings through promotion, distribution 
and servicing or distribution and serv- 
icing only for those organizations who 
wish to handle their own bookings. 

Sponsors who are currently using the 
company's service include Longines- 
Wittnaeur Waich Co., American Bakers’ 
Association Westinghouse Electric Co., 
Pan American Airways, Sports Afield, 
and National Conference of Christians 
and Jews 

Ideal Film Corp., a 30-year-old enter- 
prise, was taken over by Esquire, early 
last year. Since then its facilities have 
been expanded by the establishment of 
eight additional branch offices, giving 
the company a total of 26. By cutting 
down transportation time, the company 
points out, more showings of a film may 
be arranged within a given period 

A program of promotion has been 
undertaken, through publication adver 
tising and direct mail, to stimulate both 
rental film business and the distribution 
of sponsored films. Lunch-hour showings 
of industrial movies to manufacturing 
companies have been greatly expanded 
as part ef the sponsored film program 


ABP to Sponsor Editorial Course 


The Associated Business Publications 
will sponsor a two-day course on tech- 
niques of editorial presentation, Sept. 
20-21, at the Drake Hotel in Chicago. 

Planned for publishers, editors, art di- 
rectors and other personnel on the edi 
torial side of ABP business papers, the 
course will be conducted by George Du- 
senbury, publishing consultant. Attend- 
ance will be limited to 70 to keep the 
course at a discussion level. The registra- 
tion fee is $25. 


Three Publications Join CCA 

Controlled Circulation Audit, Ine., 
New York, has announced that Butane- 
Propane News, California Beverage 
Journal and Hardware & Housewares 
have been accepted as new members, 
bringing CCA total membership to a 
new high of 283 publications. 


‘Spend for Home’ Program Started 
by Two Building Papers 

Practical Builder and Building Supply 
Vews, Chicago, have started a new deal- 
er service campaign designed to get 
home owners to do more home moderni- 
zation and repair work. The advertising 
and merchandising program for lumber 
and building material dealers, contrac- 
tor-builders, manufacturers and others, 
includes newspaper and radio adver- 
tising, publicity releases, streamers, ban- 
ners, posters, and mailing helps. 


Attendance Low; Industrial 
Exhibitors Learn About 
Promotion the Hard Way 


Cuicaco—The nation’s first Inter- 
national Trade Fair has folded its tents 
like the Arabs and, after delays with 50 
U. S. Customs inspectors, has silently 
stolen away. 

Reaction to the fair from buyers and 
exhibitors of “consumer products” was 
good, but discordant notes were heard 
from industrial exhibitors, who were 
obliged to show their wares at the seme- 
what difficult to reach International 
Amphitheater on the fringes of Chica- 
go's stockyards some four miles from the 
other exhibits at Navy Pier. 

Major complaint: the Amphitheater 
show didn’t “pull.” In random visits, ob- 
servers found five or ten exhibitors for 
every one visitor on the floor. This con- 
trasted strongly with Navy Pier, where 
attendance was good and where, on the 
two evenings the show was opened to 
the public, the crowds were so thick that 
some visitors were turned away. 


Some industrial exhibitors believed 
that the fair management did not sup- 
ply enough advance promotion. 

To such criticisms, C. A. Hofstetter, 
president, Export Managers Club of 
Chicago, and export manager, Ace 
Fastener Corp., said that the “exhibitor 
who sits in his booth is the man who is 
complaining.” He said that companies 
that carried on their own promotion to 
attract visitors and to sell were faring 
better. 

But many industrial exhibitors used 
little such promotion. They were used to 
Europe's trade fairs, to which buyers 
flock, simply because they have few busi- 
ness papers and few other opportunities 
to see and study the products they buy. 


Said Mr. Hofstetter: 

“Exhibitors will have wasted their 
time if they do not follow up the fair 
with strong promotion and selling ef- 
forts. It will be well for foreign ex- 
hibitors while they are here to study 
U. S. marketing methods.” 

Frederic Berbigier, commissioner gen- 
eral of the European Trade Fair board 
of the Organization for European Eco- 
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SIGN OF A GROWING MARKET 


Teme of the 4th National Plastics 
Exposition, held in Chicago from 
March 28th through 31st, was “Plastics 
Build Better Products and Better 
Values.” Hundreds of applications to 
prove the point were shown by the 
Society of the Plastics Industry in the 
largest single exhibit at the show. 


Modern Plastics magazine with its 
ABC audited distribution of 19,856 
— covering not only the plastics in- 
dustry, but also the major buying 
influences in other industries where 
plastics are being used in increasing 
volume — has the highest paid circu- 
lation and carries more editorial and 
advertising pages than all other 
publications in the field combined 


More forecfully than thousands of 
words, the exhibit dramatized the rea- 
sons for plastics’ phenomenal growth 
as a market in the post-war years— 
growth based upon solid, proved ap- 
plications and materials — rather than 
on the new and the novel. 


During 1950-51, it has been pre- 
dicted, there will be another strong 
upward surge in the use of plastics, as 
business men, faced with keen compe- 
tition and a buyers’ market, turn to 
them for their remarkable ability to 


cut production costs and increase sales 
appeal. 

This predicted growth will be on 
top of one that is already setting rec- 
ords. Total consumption of plastics 
compounds in the United States for 
1949 comes to a record 1,189,200,000 
Ibs.—a rise of 18% over the 1940 
level, and more than 50% over 1946. 

This expanding plastics industry may 
be a rich market for your product or 
service. We'll be glad to help you in- 
vestigate your sales potential in it. 


A BRESKIN PUBLICATION 


“MODERN PLAS 


MAGAZINE 
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Magazine advertising — combined with Catalogue product sales 
dato—that reaches every operating paper and pulp mill in the United 
States and Canado—is the dual function of THE PAPER INDUSTRY 
(monthly) and PAPER AND PULP MILL CATALOGUE and Engineer- 
ing Handbook (annual) . .. What a remarkable source of information 
and inspiration to the men in the Mills! There is no other combination 
like itl 
If you wish to reach the Paper and Pulp Mill Market in force, these 
two publications should be in your schedule. Over 4400 different 
products and materials are used in paper and pulp making. The 
Market is vast for machinery, chemicals, equipment and supplies. 
We give you Top Management Coverage — Top Production 
Coverage — Top Engineering Coverage and Top Technical 
Coverage. 
Our representatives are prepared to give you a full 
analysis of facts and figures relative to every important 
phase of mill operation, including new developments 
and trends. Contact us at once for preparation of your 
1951 Schedule. 


FRITZ PUBLICATIONS, INC. 


Peper Mertets 


since 1919 SO EAST VAN BUREN STREET CHICAGO Stil 


FOR DETAILEC 


LOOK FOR 
THIS EMBLEM Fe 


When you see it in the advertisements of business peblicetions—in their 
promotion copy in folders, on blotters, in circulars—you are being reminded 
that the publication has filed its complete reference deta in The Market 
Dete Book Nember. it means you con find fects on the publication's edi- 
terial services, circulation, influence, market studies, and similar 
information, aedjecent te complete deta on the market it serves. 


FOR SHIPMENT by American Ex- 
press to Chicago's International Trade 
Fair. Copenhagen firm of Burmeister 
& Wain sent Danish products in crate 
with advertising message thrown in for 
the ride. More than 50 nations sched- 
uled exhibits, as well as hundreds of 
displays by American manufacturers. 


nomic Cooperation, Paris, told exhibitors 
and visitors at a luncheon: 

“It takes time to build public and 
buyer support for an international trade 
fair. Europe's international fairs are old 
and established and therefore well at- 
tended. In time, so will the U. S. fair. 
For this one, we did not have much 
time to promote or to prepare exhibits.” 

Among the little things that make life 
difficult for the foreign exhibitor: 

Although at the close of a domestic 
trade show in this country the average 
exhibitor packs up and gets out fast. 
foreign exhibitors were delayed several 
hours while an efficient but painstaking 
crew of customs inspectors examined 
every crate before sealing it up for ship- 
ment home = 

As the exhibitors headed home the 
word was that the fair will be back Sept. 
10-23, 1951. LS. Anoff, fair president. 
said that financial support was promised 
by 35 Chicago hotel executives, bankers 
and other business leaders 

For many exhibitors who were selling 
for the first time in the U. S., or for the 
first time west of New York, results 
were to be measured not by sales but by 
what they learned of distribution fa 
cilities available here for their lines and 
whether they had lined up a good agent 

Fair attendance was 25,000 buyers in 
two weeks and 301,000 public in two 
days. Sales were estimated at $15,000.. 
000 or $20,000,000, including $4,000 
000 each by the British and Germans 
and $1,500,000 for the Japanese. 


ABP Starts Newsletter 

“Your ABP.” monthly newsletter to 
members of Associated Business Publi 
cations, New York, has begun publica- 
tion over the signature of Bill Beard. 
ABP president, and aims to “telescope 
a flock of topics into monthly doses.” 
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902—international News Letter 
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903—Results of du Pont Study 
of Buying Influences 
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If do, "ll want a 
lo. 4 offered by “Nine 
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SEND FOR THESE HELPFUL SELLING TOOLS + 
‘ 901—How can | do Business 906—How fo Increase 908—How to Prepore . 
| with the Government? Profitable Sales en Empleye Mensel 
accurate, up-to-the-minute information compile sales temp and utilize task of 
relative to Government purchasing. A them for checking sales by individual ac- 
. “helpful hints” section tells how to bid counts, by prospects, by salesmen and by ings include defining the of 
on specification items, how to territory. A special feature isa salesman- ployment, visions 
discounts and liquidated damages, ager's check list on information needed regulations for the commen 
to qualify bide without being disqualified, to increase profitable sales. Offered by 
tems withows Tanning Controle Divaion, Reming: about the company designing com 
CIRCLE 906 ON READERS’ SERVICE CARD is on 88-page book with 340 reproductions it 
leading companies. 
907—Inquiries, Their Care CIRCLE 908 ON READERS’ SERVICE CARD 
and Handling 
Industrial edverticess ond odvertiing 
agencies will find answers to many ce | 
procening and follow. 909-—The Complete Story 4 
j news and trends in world trade. It’s pub- ing up inquiries in this handy 40-page 
lished by the Overseas Business Service  ™anual. Russell L. Putman, publisher, has The Iron Age 
unit of McGraw-Hill. You should be on So 
quiries received and transmitted by Chem. readable booklet titled, “You, and the 
% Metal Industry and The Iron Age.” Its 
include “How Should Inquiries 32 cover the 95-year-old publica- _ 
Be tandied?™ “What can one learn by ven background plas editorial, circula- — aa 
studying inquiries?” A major feature ie  tiom_and information. Yes, it 
; a four-point checklist on principles of “sells” for The Iron Age, but is does it ss 
F a inquiry production and handling. This in a well organized and easy-to-under- By 
manual 
| £ 
be of a survey recently completed by E. L. CIRCLE ia 
LT du Pont de Nemours & Co. It was con- Lae 
market, tm facts known or 
be re about sures of protect | Service Dept., INDUSTRIAL MARKETING 
of by Please send me the following research and medio data: 
in eight di industries (auto- 
in wight. diferent industries (auto. 901 902 903 904 905 906 907 908 
textile). 
CIRCLE 903 ON READERS’ SERVICE CARD 
Te 904—Do You Art? 
= own, inde or 
im 39 states ign countries. 
CIRCLE 904 ON READERS’ SERVICE CARD 
ian 
A] Industrial Laboratories 
a Here’s the story of a new business pub- ! oe 
ay lication edited soley for key laboratory I Fae 
personnel. It will report new products, 
processes, literature and events of interest 
to administrators, engineers, scient.sts and 
cochnisions in serving indus 
try, and operating pilot plants. The first 
; issue of Industrial Laboratories will ap- | 
pear in October. A four-page brochure 
gives additional details. 
| 
wie 


SEND FOR THESE MARKETING AIDS 


910—How Industrial Advertis- 
ing Increased Product 
Recognition 


A New England company made a text 
to determine the value of its industrial 
advertising and also to determine the 
degree of recognition existing for each 
Findings were based on 

ied to 
publication. Results show that the prod- 
ucts advertised most were best identified 
with the company. Additional details are 
included in a one page study red 
by McGraw-Hill’s Laboratory of Adver- 
tising Performance. 


CIRCLE 910 ON READERS’ SERVICE CARD 


911—The Quickest Way 
to National Sales 

This 16-page booklet is primarily de- 
signed to give those interested in but not 
familiar with direct selling, a compre 
hensive picture of the industry, without 
going into detail to the point of risking 
confusion. There are many more “con- 
sumer” than “industrial” products which 
are suited to direct selling—however it 
will do no harm for those of us in indus- 
trial advertising and selling to know a 
little more about the field, and some of 
the industrial items that are marketed 
through direct selling. 
CIRCLE 911 ON READERS’ SERVICE CARD 


912—How Companies Eorn 
Good Home Town Reputctions 


Good community relations are a “must” 
i is to enjoy the 


is “his company”. If the 
relations” i is yours, it will be 
worth your time to read three excel 


to the automotive service market, you 


CIRCLE 913 ON READERS’ SERVICE CARD 


914——-Publicity Manual 


Telling the Story, (3) 
Acquainted With The Community. This 
series of booklets, prepared by Policy- 
holders Service Bureau, Group Division, 
Metropolitan Life Insurance Co., was pub- 
lished primarily for executives of Metro- 
politan group insured companies—how- 
ever a limited wy gad is available to in- 
terested persons o policyholder or- 
ganizations. 


CIRCLE 912 ON READERS’ SERVICE CARD 


913—Survey of $6 billion 
Automotive Service Market 


Each year Motor Service magazine pub- 
lishes the Service Job Analysis for the 
benefit of automotive replacement parts, 
tools and equipment manufacturers. The 
study, which covers the years 1946-47-48- 
49, shows the number of jobs handled by 
car dealers and independent repair — 
and breaks figures down to show types o' 
jobs completed—for example, clutch 
work, brake, cooling system, etc. A special 
chart shows percentage of service jobs 
handled by small town shops. If you sell 


BUSINESS REPLY CARD 


First Class Permit No, Sec. 510, PL. Chicago, 


Readers’ Service Dept. 


INDUSTRIAL MARKETING 


200 East Illinois Street 
Chicago 11, Ill. 


901 902 903 


Readers’ Service Dept., INDUSTRIAL MARKETING 5009 
Please send me the following research and media dota: 

904 905 
913 914 915 916 


906 907 908 


(Please print or type information below! 
Note Inquiries for items listed not serviced beyond Dec. 15, 1950 


Although some of the material is of a 
specialized nature, pertaining to hotel 
publicity problems, much of it applies to 
publicity practices in general. Subjects 
discussed include timing your releases, 
feature stories, unfavorable publicity, and 
many others. Well worth having. 


CIRCLE 914 ON READERS’ SERVICE CARD 


915—Low Cos? Duplicator 
Prints up to 5 Colors 

Here’s a duplicating machine that will 

e drawn or printed material in 

as many as five colors at a single turn of 
the duplicator handle. It works like this 
—just place a sheet of duplicating carbon 
paper in a reverse position behind the 
master sheet of 24 pound enamel paper. 
By typing, writing or drawing on the 
master a negative print is produced 
on the back by the carbon. Take this re- 
verse master, put in on your duplicator— 
and away you go. Prices range from 
$99.50 up. A descriptive folder is offered 
by the Duplicopy Co., Chicago. 
CIRCLE 915 ON READERS’ SERVICE CARD 


916—How to Improve Legibility 
of Reproduced Drawings 
and Business Documents 

“Modern Drawing and Document 
any a new 16-page booklet de- 
scribes methods and photographic ma- 
terials for improving legibility of repro- 
duced engineering drawings and 
documents. It offers information on repro- 
duction of tracings, blueprints, opaque 
drawings on paper, film and cloth—and 
suggests procedure for restoring old draw- 
ings and eliminating hand tracing. Offer- 
ed by Eastman Kodak Co. 
CIRCLE 916 ON READERS’ SERVICE CARD 


“mh, USE THESE RETURN 
CARDS FOR PUBLICATIONS 


MENTIONED ON THIS PAGE 
These handy return cards will 
save you time and help you get 
facts to aid in your market plan- 
ning. Use them today! Indus- 
trial Marketing's fact - pocked 
advertising pages contain clues 
to more efficient marketing of 
your products. Check these 
pages now. When you write IM 
advertisers mention Industrial 
Marketing. Or use these cards 
to get booklets offered in IM's 
advertising pages. 


you are responsibic 
pany’s publicity activities, you will be in- 
terested in this 16-page “how to do it” : 
manuals on the subject, (1) Community 
Relations, Being A Good Neighbor, (2) y 
’ 
ai 
if Mailed in the 
q 
— 
i, 
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_ 6 Business Papers Win 
Best Cover Awards 


Cuicaco—-Six business papers have 
won awards for covers that were judged 
“excellent in design and purpose.” 


EXAMPLE NO. 3 The awards, presented by the Chica- 


Among manufacturers of 


MOTOR VEHICLES AND EQUIPMENT -- 


620 MAJOR PLANTS EMPLOY 650,491 


— account for 97.7% of the employment, 
97.8% of production in this industry. 


The 1949 McGraw-Hill Census identifies each and every one of 
these 620 key plants — those with over fifty employees — by name, 
location, number of employees, and chief product manufactured. 

The Motor Vehicle and Equipment field is only one of 144 seg- 
ments of manufacturing industry. In each of these 144 segments, 


McGraw-Hill’s Census isolates, identifies, classifies and rates the 
worth-while manufacturing plants. 


McGrow-Hill’s Continuing Census is better 


facturers are, their 
ho and where manw 
personal contact, on the wort 
tivities, by ™ “no 
the buying influences within veer 
ome are also developed and na 
‘ 
serve. The objective, wd 
pa yp-to-the-minute poid audience of buy 
for McGrow-Hill advertisers. 


The basic purpose of 


i McG 
lete details on 
showing such statistics 
plant distribution by employee 5 
groups. by major 
dustries, by regions, 
focts are all contained a 
page MARKET DATA 
McGrow-Hill man 
or ask your 


copy. 


NeGRAW-HILL PUBLISHING COMPANY, INC. 


West 42nd STREET =  ##$NEW YORK 18, WN. Y. 


INDUSTRIAL MARKETING, September, 1950 


go Business Paper Association, went to 

American Builder, Esquire’s Apparel 

drts, Bakers’ Helper, Hotel Monthly, 

Vodern Railroads and Railway Age. 

Winners from among 40 entries were 

picked by a seceret and majority vote 
of four judges— Halbert Gillette, Gillette 
Publishing Co.; C. Laury Botthof, Stand- 
ard Rate & Data Service; Charles 
Staples, managing editor, Domestic En- 
gineering; and Torkle Gundel, agency 
head and specialist in design. It is un- 
derstood that four publication covers 
were voted for by all four judges, and 
two covers won the nod from the three 
judges. 

New officers of the association are 
Richard A. Trenkmann, SR&DS, presix 
dent; Emil G. Stanley, Traffic Service 

Corp., vice-president; Herbert Vance, 

Vance Publishing Co., treasurer; and 

John Reardon, secretary. 


Clyde Hall, IM Promotion 

Manager, Called Up by Marines 
Clyde C. Hall, promotion manager for 
InpustRIAL Marketinc and Advertising 
dge, has been re 
called to active 
duty with the U. S, 
Marine Corps 
During World War 
Il Captain Hall 
was with the 2nd 
Marine Division in 


the Saipan, Tinian 
and Okinawa op- 
| erations and in the oceupation of Japan, 
Former editor of Manujacturing Con- 
fectioner, he is the first member of Ad- 
vertising Publications to be recalled tot 
military duty in the present crisis ' 


Harnischfeger Houses Div. Places 
Advertising with Burnett & Logan 

Harnis« hfeger Corp.'s Houses Di 
vision, Port Washington, Wis. has 
placed its advertising, sales promotion 
and publicity accounts with Burnett & 
Logan, Chicago. The division produces 
P & H pre-fabricated homes. 

Campaign plans call for co-operative 
newspaper display by dealers, “um- 
brella” national newspaper advertising 
in major housing markets, and business 


paper space in home building and real 
estate fields 


Hall 


Harnischfeger’s institutional, material 
handling, construction equipment and 
diesel engine accounts continue with The 
Buchen Co., Chicago. Welding equip- 
ment and supplies remain with Hoffman 


& York, Milwaukee. 


- 4 
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4 
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IN YOUR 
REFRIGERATOR! 


7,000,000 like it are built 


yearly. Cen you supply any 
materials or components 
that are part of them’ Re 


and air condi 


trigeration 
is a $5,000,000,000 


tioning 
market vou may be over 


looking 


Let us give you details. 


write... 


Refrigerating 


Engineering 
The American Society of 


Refrigerating Engineers 
40 W. 40th St, New York 18, 


Don’t Turn Your Back 
on a GOOD IDEA! 


You'll find Plenty of ‘EM at 

the Sth Annual industrial Packaging 

and Matenals Handling Exposition 
October 10.11.12 
CONVENTION HALL 

Pri ladelphia 


wet « Covet 
( 
te Temple Un verety 


Seciety of Industrie! Packaging 
and Materaly Handling Engineers 


Agency’s ‘Work-Flow’ Plan 


(Continued from page 54) 


back wall. Partitions to the ceiling 
were used only for offices requiring 
maximum privacy and soundproofing. 
Other offices were partitioned to a 
height of seven feet. Modern louvered 
glass, where used above wainscoting, 
avoided “fish bowl” effect of clear 
glass. 

“Paint with color,” says a staffer 
wryly, “costs no more than white or 
buff.” Floors are terra-cotta and 
brown asphalt tile. Ceilings are egg- 
shell sound-absorbent tile. Outside 
walls are finished in a flat avocado 
green; various interior partitions 
having gray, chartreuse, and terra cot- 
ta planes. Doors and a few interior 
walls of combed plywood, finished in 
driftwood gray, add interest. For ad- 
vice on fluorescent lighting, the 
agency called in local power compaany 


engineers. 


Cut Down alk-Around’ 


Offices are juxtaposed to reduce 
traffic like this: The production man- 
ager’s, art director's and account ex- 
ecutives’ offices surround lobby, and 
open directly on it. Thus the “walk- 
around” traffic of printing, engraving 
and publication representatives, and 


other frequent visitors, is minimized. 
The production manager's office is 
also located between the art depart- 
ment and the executive vice presi- 
dent’s office. The latter supervises 
both departments. 

A staff of three artists and one pho- 
to-retoucher supply most of the 
agency's art production. With very 
little traffic, finished art “flows” 
through account executive for approv- 
al, then to the production manager. 


Reduces Traffic 

Offices of account executives and 
their secretaries are spaced alternate- 
iy down one side of the building. Each 
secretary serves two account execu- 
tives. This arrangement greatly re- 
duces inter-office traffic between ex- 
ecutives and secretaries. The account- 
ing department is also strategically 
spotted to avoid distraction and gen- 
eral office traffic. 

Location of the president's office 
at the rear of building provides maxi- 
mum privacy and quiet. Time-con- 
suming interruptions from callers who 
“just want to say ‘Hello’ ” are reduced. 

On arrival in the office, the visitor 
faces the receptionist. General office 


CLIENTS VISIT Paxson agency oftener since the offices were moved from con- 
gested traffic area to outlying location with ample parking space. Whirlpool Corp. 
executives, conferring over trade campaign are (from left): Jack Sparks, adver- 
tising manager; Don H. Davidson, sales promotion manager, Dryer Division; John 
R. Netedu, agency executive vice-president; Howard Paxson, agency president; 

and L. W. Howard, Whirlpool director of sales promotion and advertising. 
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If you had to hire enough salesmen to get 90% coverage of the 
key men who control the purchases of the steel industry, the cost 
would be terrific. 

Blast Furnace and Steel Plant gives you this needed coverage, 
and does the job at a small portion of the salesman cost. 

Every month Blast Furnace and Steel Plant tells your sales 
story to a hand-picked circulation of key men in every steel plant 
in the United States, Canada and most foreign countries. Our 
readers represent over 90% of all steel plant operating officials and 
engineers with buying authority or who influence buying. 

Here's a publication that is recognized as the engineering 
authority of the steel industry. The editorial content is designed 
specifically for the men who are responsible for the production, 
Operation and maintenance, and engineering of this vital industry. 
And seven out of ten copies every month are delivered co the 
homes (where the reader interest is greatest) of the subscribers 
in the steel manufacturing industry. 

Plan now to include Blast Furnace & Steel Plant on a regular 
schedule in your 1951 advertising campaign and let us prove that 
we can get better results from your advertising dollar. 
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AND 


STEEL PLANT 


The Engineering Authority 
of the Steel Industry 
Published by 


STEEL PUBLICATIONS, INC. 
4 Smithfield Street 
Pittsburgh 30, Pennsylvania 
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The Super-Market In the & of America’s Industrial Future 


are the LIFEBLOOD 


ef the Construction Industry! 


Significant! 


MONTHLY. That's recognition 


“localized” publication in this HUG 


77 major advertising agencies have plo 
advertising schedules in CONSTRUCTION NEWS 
oof of pulling power of this great 
onstruction market. 


Contractors are almost wholly 
dependent on the publication of 
“BIDS WANTED" or news of 
construction projects so they can 
bid on the work. That is their 


source of business! 


The CONSTRUCTION NEWS 
Reports Major Bids, Reach- 
es Leading Contractors, 
Architects, etc. 


Eoch week CONSTRUCTION NEWS 
publishes bids wanted, contracts 
awarded, major contemplated con- 
struction projects of all kinds. One of 
those issues is CONSTRUCTION 
NEWS MONTHLY which is more 
voluminous, containing illustrated 
news about jobs, etc., and publishing 
ADVERTISEMENTS. This issue is the 
“NEWSpecper” for contractors, en- 
gineers, architects, and public officials 
concerned with local construction. 
it is their desk-companion, wel- 
comed with eager readership. 


OVER 6300 READERS 
ced 105 


May we send you a copy of our journal and circulation data? 


FREE REPRODUCTION RIGHTS 


...are included in your sub- \ 
scription to the Art Mart® . 
Service. Send for details. s 


ONSTRUCTION 
NEWS MONTHLY 


¥ 
in Oklahoma, missouri, | | 


Arkonsas, Western ‘ 
Mississippi and Lowisiana 


MART" ©. Bos 212! Dallas | Tess: 


Dial Type 
ADVERTISING 
THERMOMETERS 
3 Sizes: 
ALWAYS TIMELY 


—EFPFECTIVE 
Aerial Industries ine 
22 Se. Miehigas 


Write for booklet 


38 PARK PLACE WEWARK nt 


details... on your le tterhead. 


files are behind her, in a central lo- 
cation for all personnel. Adjacent to 
this room, a general conference room 
offers a 10-foot table on which work 
can be spread for discussion. A tape 
recorder provides a record of ideas 
and conference decisions. Slides and 
movies are also viewed in this room. 

\ library is across the hall on one 
side, and a display room and smaller 
conference room on the other side. 
These rooms also provide flexibility 
for future expansion. Three inter-of- 
fice telephone circuits and telephones 
in all offices further reduce “walk- 
around” traffic. 

“A year’s trial of our ‘work-flow’ 
system has proved that traffic planning 
pays in advertising agencies, too,” 
says Mr. Paxson. “Efficiency has im- 
proved. Visitors and clients have been 
impressed. In fact, several indus- 
trialists have already adapted ele- 
ments of our plan to their own offices. 
This indicates that many companies 
can cut costs in the office—as well as 
in the plant—by adopting industry's 
‘work-flow’ system.” 


Give Sketches a Chance 
(Continued from page 44) 


ing one of these five most legible color 
schemes. 
1. Black on yellow 
2. Black on orange 
3. Yellow orange on navy blue 
1. Dark green on white 
5. Searlet-red on white 

Consider the mood of your talk. 
Use bright, primary reds, yellows and 
blues to accent a sprightly theme. Em- 
ploy rich browns, wine reds, and roy- 
al purples to reinforce a sober, con- 
servative topic. If your talk is de- 
signed to arouse emotion, why not 
drive home your point with a suitable 
color scheme? Raw red, blue, and 
orange stir the most somnolent; cool 
blue, green, and grey temper the most 
mercurial: sunny vellow and orange 
cheer the despondent; and beaming 
red and rich blue encourages the 
faint-hearted. 

If vou wish to call attention to the 
size of an object. render it in an ad- 
vancing, aggressive color such as red 
or yellow. If you desire to minimize 
it. drew it in reticent. retiring blue. 
green, or grey. 

Since the beginning of time, color 
has made definite impressions on 
man’s receptive nature. Add the drama 
of color—and sketches—to your talks. 
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On your products, distributor's trucks, dealer windows, counters — 
wherever free space exists, PF decals deliver brand name impact, 


turn product identification into sales! 


learn new ways... 


for PF decals to sell your products, See the brilliant color 
reproduction, the ease of application of PF decals. Send today 
for the 16-page booklet, DECAL-WAYS TO SALES, plus 
samples of PF decals. Remember, they're tailormade — special 
PF decals can be designed for best service on your products. 


art services, consultations and 
estimates without obligation 


Write Poim, Fechteler & Co., 220 W. 42nd St., New York 18, N. Y., Dept. Im 


~ PALM, FEGHTELER & UO. 


NEW YORK E. LIVERPOOL, CHICAGO 
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F In the 
Brewing Industry 


THE BREWERS DIGEST 


NEW YORK 18 — 512 FIFTH 9-9148 


If you judge a book by 


its CLASSIFIED Coverage 


A large classified section is on excellent 


berometer, When continued month after 


month, it is @ popular mearketploce, 


proving readership and circulation of the 
right hind for its type of readers. 


BEDDING has an unusually large 
classified section —o plus value by 
which to judge this book. And BEDDING. 
please keep in mind, is the one and only 
book of the Sleep Equipment Industry, o 
$331,100,000 market to be awake to. 
Advertise BEDDING-wise! 


| Ask for a sample 
~~ copy. Note the 
classified and dis- 
piey ads, and judge 


for yourself. 


Merchandise Mart, Chicego 54 


September 


Sept. 11-23. Notional Graphic Arts Exposi- 
tion Internationa Amphitheatre Chicago 
Sept. 18-20 
soum 

Sept. 18-21. American Hospital Associotior 
Auditorium, Atlantic City 

Sept. 18-21. Notional Builders Hardwore 
Exposition, St. Louis, Mo, 


Track Supply Association, Coli- 


Sept. 18-22. Fifth National Instrument Con- 
erence & Exhibit, Memorial Auditorium, Buf- 
Sept. 24-27. Advertising Specialty Fair, Ad 
vertising Specialty National Association 
Palmer House, Chicage 
Sept. 26-29. Industrial Packaging & Materi 
Handling Exposition, Philadelphia. 
Sept. 26-29. Iron & Stee! Exposition, Public 
Auditorium, Cleveland 
Sept. 29-Oct. 3. Americon Meat Institute 
Annual Convention, Palmer House, Chicago. 
Sept. 29-Oct. 8. National Television & Elec 
trical Living Sh w, Coliseum, Chicago. 


October 


Oct. 2-6. Exposition Gos Appliances & 
Equipment and American Gas Association 
nvention Ha Atlant City 

Oct. 2-6. Nationa! Hordware Show, Grand 
entral Palace, New York. 

Oct. 2-6. Premiums & Advertising Specia 

tes, 7ist Regiment Armory, New York 

Oct. 3-6. National Brewing Industries Expo 
t n Hall, Philadelphia 

Oct. 3-5. Nationa! Lubricating Greese In- 
titute, 17th Annual Meeting, Roosevelt 


Convento 


jotel, New Orleans, Lo 

Oct. 4-4 rect Mail Advertising Associc- 

tion, Hotel Roosevelt, New York 

On 7.9. American Institute of Laundering 
xposition, Boston, Mass 

a 7-14. International Dairy Show, Indiana 

State Fairgrounds, Incianapolis. 

Oct. 8-11. Nationa nstitute of Govern 

mental Purchasing Sth Annual Conference 

& Products Exhibit, Milwoukee. Wis 

Oct. 9-12. Federation of Sewage Works As 

ation, Statler Hotel. Wash ngton 


Oct. 10-12. Industria! Packaging & Mater 


s Handling Exposition. Convention Hal 
ade'phia 
Oct. 15-18. Put Works Congress & Equip 
t Show. New Yort 


Oct. 16-19. National Exhibit of Building & 


Oct. 16-20. 38th National Safety Congress 
LaSelle. Morrison 


Oct. 23-28. Nationa! Business Show of Of- 
fice Executives Association, Grand Central 
Palace, New York 

Oct. 30-Nov. 2. Natione Beverage Expos 
tion, Civic Auditorium, San Francisco 
Oct. 30-Nov. 2. Nationa! Shoe Fair, Chicoao. 
Oct. 31-Nov. 2. Annuo! Meeting American 
Society of Agronomy, Cincinnati 


November 


Nov. 6-10. 35th Annual Notional Hote! Ex 
position, Grand Central Palace, New York. 
Nov. 9-11. Paint Industries Show, Congress 
Hotel, Chicago 

Wk. of Nov. 13th. International Trailer Coach 
Show, Public Auditorium Cleveland. 

Nov. 27-Dec. 2. Nationa! Exposition of Pow- 
er & Mechanica! Engineering, Grand Cen 
tral Palace, New York. 


Dec. 48. Automotive Service Industries 
Show, Navy Pier, Chicago 

Dec. 10-13. Store Modernization Show, 
Stevens Hotel, Chicago. 


1951 
January 


Jon. 15-18. Plant Maintenance Show, Audi 
torium, Cleveland 

Jan. 16-18. Northwestern Lumbermen'’s Con 
vention, Minneapolis, Minn 

Jon. 21-25. National Association of Home 
Builders, Chicago. 

Jon. 22-25. Concrete Industries Exposition 
Public Auditorium, Cleveland 

Jon. 22-26. 10th Hecting & Ventilating Ex 
position of American Society of Heating & 
Ventilating Engineers, Bellevue-Stratiord 
Hote!, Philadelphia 

Jan. 24-26. Southwestern Lumbermen's Cor 
vention, Kansas City, Mo 


February 
Feb. 5-8. Automotive Manufacturers Acces 
sories Show, Grand Central Palace, New 
York 


March 


Mer. 13-15. Midwest Hote! Show, Hote 
Sherman, Chicag 

Mer. 19-23. Western Meto 
Exposition, Oakland, Calif 
Mer. 19-22. Radio Engineering Show. Inst 
tute + Rod Engineer Grond Centra 


Palace and Waldorf-Astoria Hotel, New 


Congress and 


April 


April 17-20. 20th Nationa! Packaging Ex 


Exposition. Ch 
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“HOSPITAL MANAGEMENT EFFECTIVELY 


SERVES OUR DEPARTMENT HEADS” 


EDGAR C. HAYHOW 


Director 


EAST ORANGE 


GENERAL HOSPITAL 


East Orange. N. | 


"Ow 


tay 


200 East 
This 
Che 
} 1, TLi 


EAST ORANGE 
GENERAL HOSPITAL: 


A $1,977,714 establishment 
with 119 beds and 3! bassinets 


Here’s Ideal Penetration and Coverage 
Of the Buying Influences In Hospitals 


Effective selling in America’s BIG hospital field 
hinges on reaching department executives 
the buying influences which have a powerful 
voice in the selection of products and services 
the key specialists who initiate the many 
hundreds of specialized hospital purchases dis 
tinguishing this important field 
Hospital Management provides unique pene 
tration and coverage of this vital buying group 
by providing an editorial department for every 
major hospital department —- providing admin 
istrators a timely, over-all picture and depart 
ment heads detailed information on procedures 
and products of direct interest to their depart 
ments. At East Orange General Hospital, for 
example, as Director Hayhow tells in his letter 


Largest net paid ABC 
hospital circulation. 


Send for new surveys covering 
architects, food and equipment. 


above, department heads “check and refer” to 
the administration special items in Hospital 
Management “which can be directly applied 
to advantage.” 

That fact that over 88.5% of hospital adminis- 
trators regularly route Hospital Management 
to their department heads attests further to its 
widespread influence among hospital execu- 
tives with buying influence — offers further 
evidence Hospital Management is a must buy 


200 E. Illinois St., Chicago 11, IIL 


‘PREFERRED READING AMONG HOSPITAL EXECUTIVES 
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for low-cost, effective coverage 
of America’s Fastest-Growing 
Big Industry ..... 


ELECTRIC LIGHT AND POWER 


YOUR AD-DOLLAR BUYS THIS 
TOP-DRAWER READERSHIP 


General Executives 3414 Commercial Executives 
and Supervisors 1268 
Engineer Executives 
‘ ructr 
ond Engineers 2093 Engineering Companies 288 


PLUS 
System Operating Executives 4398 ADDITIONAL CLASSIFICATIONS 
CCA CIRCULATION — 14,159 — BLANKETS THE FIELD 


MOST AUTHORITIES predict that the Electric Light and Power Industry 
(Business Managed Power Companies, REA Co-ops, Municipals, Federal 
Power Authorities, and affiliated organizations) will again triple its size 
by 1965 


HERE'S HOW ELECTRIC LIGHT AND POWER covers the men in this boom- 
ing business who can say “Yes!” to your sales story: A) Surveys show that 
E_L-P reaches 90% -plus of the Electric Power men who make or influence 
buying decisions; B) 92% of primary readership have been receiving E-L-P, 
by request, for more than | year; C) An average of 4.8 secondary readers 
per copy receive E-L-P via routing lists; D) Only 4% of E-L-P’s primary 
readership also subscribe to the other leading utility publication. 


ELECTRIC LIGHT AND POWER READERS buy: 


Generating, Transmission, Distribution and Metering Equipment . . . 
Street Lighting Equipment . Construction and Maintenance Equip- 
ment Building Materials... Opeyating Supplies ... and strongly in- 


uence industrial and institutional purchases of Utilization Equipment. 


1F YOU «ell anything that touches this rich market, 


get full facts now . call or write 


ELECTRIC LIGHT AND POWER 


22 E. HURON ST., CHICAGO 11, ILLINOIS 
CLEVELAND @® NEW YORK ® SAN FRANCISCO 
LOS ANGELES © SEATTLE ® DALLAS 


“Since the Market Data Book Number 


Here's What We Read! 


If you want full information about 
our coverage drop us a line asking for 
our Beeklet Ne. 60 which lists more 
than 2100 publications that we read, 
divided into four major classifications. 
Booklet also contains some interesting 
information about our method of han- 
dling clippings. Beeklet Ne. 50° Maga- 
zine Clippings Aid Business” tells 
how the service is used by business 
organizations and their agencies. 


BACON'S CLIPPING BUREAU 
Publications 


Business Pepers Form 
Consumer Magerines 
Dearborn St.. Chicago 4 


343 Se 


is ploced in o handy spot near my 
desk, you will find that over a period 
of time it is referred to quite often. 
The best way to show my apprecio- 
tion would be to send you an old 
copy with all the thumb prints prov- 
ing how often the pages have been 
turned.” 


—Arno O. Witt, 
Mer. Seles Prometion 
Schramm, tne 


West Chester, Penna 


‘Task Method’ Budget 


(Continued jrom page 35) 
| mation is essential: 

l. The Market. Certainly no one is 
in position to set up any kind of sales 
objective until he has as complete in- 
formation as he can secure on the 
markets susceptible to the sale of his 
products. Reliable estimates must be 
available on the size of the potential 
market for the company’s products 
during the coming year, as well as 
the portion of that potential market 
which the company desires to sell. 


Precise Trend Picture 


This current information should be 
hacked up by statistical information 
on the size of the market and the 
company’s participation over a_pe- 
riod of years, in order to reveal a 

| precise picture of trends. 

If adequate market information is 
not available within the advertiser's 
own organization, then part of the 
advertising appropriation should be 


budgeted for the purpose of acquir- 
ing such data. It is better to spend a 
portion of the advertising appropria- 
tion to make sure the program is 
properly directed than to risk it all 
by aiming at an uncertain target. 


2. The Product. Of equal impor- 
tance to a knowledge of markets is a 
knowledge of the products to be pro- 
moted. One must be acquainted with 
their disadvantages as well as their 
advantages. An excellent source for 
such information is the customer. 
for no one is in better position to 
know what is good or bad about a 
product than the man who buys and 


uses it. 

The buyer also knows when a com- 
peting product is better and usually 
will not hesitate to voice his opinion! 
In addition, what appeals to one cus- 
tomer will generally appeal to an 
other. Therefore, a great deal can be 
learned from customers as to where 
advertising emphasis should be 

| placed. 
An equally important phase of 
product information is profitability. 
It is not too uncommon in industrial 
advertising to find advertising man- 
agers with only vague or general in- 
formation as to whether a product is 
profitable or not! Little wonder that 
| advertising is not occupying its right- 
| ful position in such organizations. 

While profitability has a most im- 
portant bearing on advertising plans, 
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it is not the only basis for considering 
how much (or if any) advertising 
should be used. A new product, for 
example, may necessarily be sold at 
a loss until adequate promotion has 
increased distribution to the point 
where it becomes a profitable item. 

Whatever the sales strategy may be, 
however, it is vital that those with 
the responsibility for the advertising 
program be provided with full profit 
information as a basis for sound de- 
cisions, 

3. Competition. Following or at- 
tempting to keep abreast of compet- 
tion is never a desirable basis for 
formulating advertising plans. “Fol- 
lowing the leader” might be a case 
of the blind leading the blind. be- 
cause the largest advertiser is not 
necessarily the smartest. Keeping up 
with the Joneses frequently results in 
an advertising race where more 
money and effort is spent than is jus- 
tified by the market opportunity. At 
the same time, it is, of course, essen- 
tial to be well informed on competi- 
tors’ advertising activities. 

\fter a sales objective has been 
set for each product, based on ade- 
quate information on market, prod- 
uct, and competition, the next step is 
to select the advertising media neces- 
sary to accomplish that objective. 

Then, in considering the amount 
of advertising for each product it 
should be evident that certain prod- 
ucts and certain markets require more 
or different advertising emphasis than 
others. From this point on, the selec- 
tion of techniques and media to 
reach the prospects for particular 
products in their respective markets 
lies within the judgment of the ad- 
vertising manager. 

Effective and economical use of ad- 
vertising is the job for which, by train- 
ing and experience, he among all 
others in the company is best qualified. 
The costs of the advertising media 
which he selects are then totaled, and 
the total of all product budgets plus 
any general or institutional program 
makes up the advertising appropria- 
thon. 

Fig. 1. on pages 34, 35, show a budg- 
et form used by subsidiary companies 
of the United States Steel Corp. This 
is shown merely to illustrate how one 
organization, using the task method, 
assembles advertising data. 

A separate budget is prepared for 
each product advertised. Space for 
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The Trend Is 


1949 Advertising Gains and Losses 


AMERICAN GAS JOURNAL 
© Lost 33 ndvertung Pages 
GAS AGE 
low 7! Advertising Pages 


GAS Gomed 7! Advertiaing Pages 


More and more advertisers are 
turning to GAS for complete 


coverage of the Gas Industry 


IN 1949—GAS was the only publication in the Gas 
Industry to record a gain in advertising. 
75 new advertisers were added who did not 
appear in GAS in 1948. 
66 advertisers used GAS exclusively in 
preference to other gas publications. 


IN 1950-—GAS shows a gain in advertising 24% greater 
then 1949 for the first six months. 


There must be « reason:— 
GAS reaches only real readers with real buying authority! 


94.7°° VERIFIED READERSHIP REVEALED BY SURVEY OF 


TYPICAL INDUSTRIAL AREAS PITTSBURGH, PENNA. 


Venfied Readership 


Non Readers are Eliminated 
Get the Facts, write for 


Out of a total of 42 controlled subscriptions im the 
Verified Readership 37 “Ten, wearr finding GAS useful, and to 
Control! continue recerving it” 3 were from 
fed our circulation list——1 “not read, not wanted” and 2 
Circulation “no longer with compeny” —end all 3 were replaced by the 
88.1% distributor with names of the new buying euthorities in 
the gas companies concerned. 
Verified Readership GAS has $3 paid subscribers in the area. verified at regu: 
of Paid Circulation lar intervals by thew renewals of subscriptions at full 
besic rates 
100.0% 
TOTAL SUBSCRIPTIONS IN PITTSBURGH ... 95 


- 94.7% 


HERE IS HOW GAS’ READER VERIFICATION WORKS 


1. 6 months otter Controtied reeder if the enewer te either of the shove 
months questions & “Ne,” thet reeder 
thereetter, he following dropped trom the circule 
Questions ten 
A Are you finding GAS useful? 

Veu___ Mo___ This querentees to the edvertiser 
©. 100% lwe cwrculetion — cire 


free of wnreed copres—end tree of 
deadwood in the shape of copies go- 
ing to those whe have left the field 


80 poge booklet “Gas Verified Readership” 


Total Circulation more than 7000 
monthly ... More Circulation than 
any other gas industry publication. 


198 5, Se, Les Anpalts 4, 
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product, in true scole, strikingly realistic, with 
attention-getting color, give you three dimen- 
sional merchandising impact thot clinches soles! 


The Most Valvable Display Spoce in the 
World is the polm of your prospect's hond. Put 
your product there, using ideal Models as 
selling tools to perform these essentic! soles 
steps inexpensively: (1) Place your product in 
your prospect's hands (2) Assist your prospect 
to viswolize your product filling his needs (3) 
Wustrate function and styling of your product 
of the paint of sole 

Ovr new folder shows you how notionally- 
known manufacturers use sales building ideo! 
Plastic Models .. . and may give you ideas for 
their use. Your free copy is ready — write todoy. 


Representotive's inquiries invited. 


17251 Moran Ave. 
Detroit 12, Michigan 


. develop new 
prospects in the $3,850.- 
000,000 public works mar- 
bet. Our new dato file points up 
growing areas for sales—with com- 
plete facts on the magorzine with 
the audited circulation 
among the engineers whe bey 
and specify. Send for a copy 
of “Focts about PUBLIC 
WwoORKS The Market 
and the Magatine” 


Paotic Works 


308 East 45th Street-New York 17, N.Y 


| the name of the product is provided 


at the top of the form. The “Product 
Information” box at the upper left- 
hand side of the page provides space 
for brief descriptions of the profit- 
ability and availability of the product, 
degree of promotional effort needed, 
the competitive situation, and other 
pertinent facts. 

Just opposite, on the right-hand 
side of the page, is the space for show- 
ing total potential market and com- 
pany sales goal figures both in tons 
and in dollars. Item No. 5 in this box 

percentage of advertising cost to 
sales goal—is computed after the cost 
of the media has been totaled. 

On. the main body of the sheet are 
listed the various advertising activi- 
ties or media proposed. (Here the 
word media is used in its broadest 
connotation.) These are not simply 
listed as “Catalogs” or “Business 
Publications” as shown in the illus- 
tration but are itemized in complete 
detail. The various advertising activ- 
ities are coded into eight major clas- 
sifications, not including administra- 
tive, with appropriate subclassifica- 
tions, to identify the type of advertis- 
ing expense to the accounting de- 
partment. When invoices are approved 
and passed for payment, they are 


charged against the proper account 
by the accounts payable division. 

An additional summary form shows 
the totals of all product budgets of 
each subsidiary company. Our cor- 
poration has found these forms very 
adequate for the purpose. In summary 
form are listed the product sales ob- 
jectives, the thinking and planning 
back of the advertising which is to 
assist in achieving these objectives, 
pertinent details of the suggested pro- 
gram, and the total cost in relation to 
the sales goal. Further detail is shown 
on attached sheets, where necessary. 
Provided with this type of informa- 
tion, management is in a position to 
judge intelligently the merits of the 
advertising proposal. 

While Steps 1 and 2 cover the bas- 
ie requirements in setting up an ad- 
vertising budget by the task method, 
a few additional suggestions may be 
of interest. 

1. Plan for an adequate job. When 
advertising funds are limited, as they 
frequently are, it is better to do an 
adequate job on a few products or in 
a few markets than to spread available 
funds thinly over a large number of 
products and markets. Otherwise it 
might be impossible to do an ade- 
quate job anywhere. There is an irre- 


Sales and Advertising 
Opportunities 
for the Small Manufacturer 


(by Norman Clyde Tompkins. Published 
1950 by Funk & Wagnalls Co. in asso- 
ciation with Printers’ Ink Publishing Co 
46 pages. $4.50.) 


America is still the land of small man- 
facturers. This means, asserts the au- 
thor, that the small manufacturer faces 
a tough time of it if he doesn’t devote as 
much care to the sale of his product as 
he does to making it. With the idea in 
mind of showing the small manufacturer 
how to take advantage of the many mar- 
keting opportunities open to him, Mr. 
Tompkins has written a source book of 
ideas highlighted with case histories. 

The first section of the book deals with 
distribution. including methods of ob- 
taining market surveys, tried-and-true 
channels of distribution, unique sales 
twists, and opportunities for the small 
manufacturer 

Section two covers sales promotion 
from retail display to dealing with sales- 
men, promoting sales contests working 
with dealers and participating in indus- 
trial shows. The third and last section 


deals with advertising information from 
copywriting to television to films. 
Practically any sales. marketing or 
advertising method will be analyzed here. 
as well as sources of further information 
for expansion of a given idea. The au- 
thor, who is manager of advertising sales 
prometion and export sales for Reynolds 
Electric Co., Morton Grove. IL. has been 
gathering the case histories in this book 
for more than 15 years, with this idea in 
mind—of presenting a factual, helpful 
text that will enable the small manufac- 
turer without ample funds to sell more 
more economically. 


Herbert Baker Forms Herbert Baker 

Herbert Baker, former creative plan- 
ner for Wetzel Brothers Printing, Mil 
waukee, and vice-president of Burton 
Browne Advertising, has formed his own 
business, Herbert Baker Advertising. 
with offices at 112 E. Walton Place, Chi- 
cago. 


ASM Names Drake on 
Two Publications 

George P. Drake has been appointed 
Chicago representative for Metal Prog- 
ress and Metals Review, published by 
the American Society for Metals, Cleve- 
land. 
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ducible minimum in advertising, be- 
low which its use is pure waste. Ad- 
vertising is very similar to priming a 
pump. Those who have performed this 
task will recall that if water is drib- 
bled or poured into the pump too 
slowly, it has no effect and must be 
done all over again. 


If the advertising dollar is to be 
applied properly, it must be made 
available in sufficient amounts and at 
the right time to achieve proper sales 
results. (Of course, unnecessarily ex- 
travagant expenditures are equally 
wasteful. ) 


When an advertising appropriation 
has been properly built up it should 
never be reduced, if this becomes 
necessary, by making a straight per- 
centage cut. Instead, the entire budget 
should be reexamined in order to de- 
termine those products and markets 
for which advertising support is least 
necessary at the moment. Arbitrary 
across-the-board paring down of ex- 
penditures might destroy the over-all 
effectiveness of the entire program. 


2. Confine the advertising appro- 
priation to advertising activities. This 
might seem too obvious even to men- 
tion, but many companies consider 
advertising appropriations as “catch- 
alls” for items which no one knows 
where else to charge. This practice 
probably developed because of inade- 
quate advertising planning in the 
past. 


Many companies used to set aside 
funds or an appropriation for adver- 
tising without complete plans for ex- 
penditures. The money was spent for 
this or that as the year progressed, and 
when a bill came along for something 
no one else wanted to assume, it was 
charged off to the advertising account 
because some unused funds were usual- 
ly available. 


This is very poor accounting prac- 
tice and it certainly does not contrib- 
ute to respect for advertising as an 
accepted sales tool. If a coordinated 
program for advertising is developed 
with specified costs for each ectivity, 
then there will be no funds available 
for nondescript items. Thus, the 
“catch-all” will be automaticelly dis- 
continued. 

3. Provide for flexibility. Most ad- 
vertising budgets are prepared on an 
annual basis. Where the task method 
is used, requiring the accumulation 
of extensive data, a shorter period 
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“COGI” Goes |Monthly 
Beginning January 1951 


To keep pace with the fast-expanding developments in Canada's oil 
industry, and to provide a more frequent means of contact for the industrial 
advertiser, CANADIAN OIL AND GAS INDUSTRIES, Canada's only 
technical oil journal, now published bi-monthly, will change to monthly 
publication beginning January 1951. 

In three years, since the new discoveries in Alberta, Canada’s oil pro- 
duction more than tripled. Next year, with the Edmonton-Superior pipe- 
line operating, production will more than double the 1949 record of 21 
million barrels. 

Canada's petroleum industry has already become a big new market 
for industrial equipment and supplies of all kinds, with only o relatively 
small part of the great potential oilfields yet developed. This year, capital 
expenditures for exploration and development of Canada's rich, new oil- 
fields; for pipelines, tankers and storage; and for unprecedented new 
refinery construction programs, will reach approximately $300 millions. 

CANADIAN OIL AND GAS INDUSTRIES goes to the men who, from 
exploration to refining, direct the industry's progress and control its buying. 
Circulation is CCAB audited. For an informative picture of the rapid 
development in Canado's oil industry, write for the new COG! folder. 


NATIONAL BUSINESS 


Head Office: GARDENVALE, Que., Canada 


MONTREAL ® TORONTO © VANCOUVER © NEW YORK ® CHICAGO 
PITTSBURGH © SAN FRANCISCO © LOS ANGELES © LONDON, Eng. 


Publishers of: CANADIAN MINING JOURNAL, PULP & PAPER MAGAZINE OF CANADA. 
CANADIAN FISHERMAN, CANADIAN FOOD INDUSTRIES, CANADIAN O!L & GAS INDUSTRIES, 
CANADIAN INDUSTRIAL EQUIPMENT NEWS, PRODUCT NEWS, SHOP, CANADIAN REFRIGER- 
ATION JOURNAL, LOCKER PLANTS & FROSTED FOODS, THE CANADIAN DOCTOR 
CANADIAN JOURNAL OF COMPARATIVE MEDICINE, and the following onnwals CANADIAN 
MINING MANUAL PULP & PAPER MANUAL OF CANADA. NATIONAL DIRECTORY OF 
CANADIAN PULP & PAPER INDUSTRIES, INDUSTRIAL EQUIPMENT HANDBOOK, CANADIAN 
PORTS & SHIPPING DIRECTORY (bi-cnnvol) 
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No Free ELEPHANTS 


WOOD PRODUCTS didn't build its 
circulation on premiums, give-aways, 
or special inducements of any kind! 
It grew from the solid foundation of 
readership) news of the trade, informa- 
tive material, and serving as the forum 
of the woodworking industry. Result 
the No. 1 paper 


if it's WOOD, you could—with 
WOOD PRODUCTS! 


Send for imposing 

of subscribers 

AND ADVERTISERS. 
PRODUCTS 
Phone: WAbash 2-1000 
343 S$. DEARBORN, CHICAGO 4 


On the Pole 
On the Ground 
In the Plant 
In the Office 


Telephone men keep up 
with what's new in tele- 
phone equipment and 
supplies... and... the 
latest wrinkles in con- 
struction and mainte- 
nance through the col- 
of FORTNIGHTLY 
TELEPHONE ENGI- 
NEER. 


Millions of dollors ore 
being poured into the 
telephone industry by the government as o 
result of the recently passed Rural Telephone 
Act. Loans are being mode to telephone 
companies for extending or improving serv- 
ice to rural areas ot 2% and for terms 
ranging up to 35 years. The next three or 
four yeors will see more money spent by 
telephone companies for new equipment, 
construction, etc., than in any like period in 
telephone history. 


This entire morket can be developed 
through 
FORTNIGHTLY 
TELEPHONE ENGINEER 


Write for sample copy and rete cord 
7720 Sheriden Reed @ Chicago 24, 


would hardly justify the work in- 
volved. On the other hand, since mar- 
ket conditions can vary widely within 
a year, it would be foolish to adhere 
to a fixed program, which no longer 
is realistic. It is preferable to prepare 
the budget on an annual basis with 
the understanding that, if the situa- 
tion warrants, changes may be made 
during the year, rather than to budget 
over shorter periods or to provide a 
large contingency fund. 


Watch that Unspent Money 


The trouble with contingency funds 
is that they may be spent for activities 
that are not strictly advertising. It is 
conceivable that they may not be spent 
at all—and management is apt to con- 
sider such savings as an indication 
that the advertising was not properly 
planned or that an excessive appro- 
priation was requested in the first 
place. This might result in an inclina- 
tion to reduce subsequent requests, 
particularly when sales are falling off 
and money is tight. However, at such 
a time advertising assistance is usu- 
ally more vital than ever. 

A certain amount of flexibility is 
possible even if the budget is com- 
pletely assigned to specified activities. 
When monthly or quarterly reports of 
sales are checked against sales objec- 
tives, advertising emphasis may be 
shifted from a product which is ahead 
of its sales goal to another which is 
behind. This applies particularly to 
direct mail programs, which are not 
prepared far in advance and where 
space contracts are not involved. 

4. Include funds for research. Since 
advertising is not an exact science 
and its value is frequently viewed as 
intangible, there is need for constant 
research and study to check its effec- 
tiveness. In recent years, advertising 
associations have been devoting more 
and more of their attention to this 
subject. Advertisers can well afford to 
earmark a share of their advertising 
funds as contributions for these ac- 
tivities. 

However, members of the profes. 
sion should not consider such finan- 
cial assistance as an alternative for 
their own personal efforts in their own 
particular areas. The advertising man- 
ager should establish suitable budget 
controls, such as a periodic checkup 
with line sales on the sales program, 
the maintenance of inqury records, 
and the careful follow-up of inquir- 


ies. 


5. Use the advertising budget to 
sell advertising to management. Where 
an unfavorable or unsympathetic at- 
titude toward advertising on the part 
of industrial management exis*s, it is 
more frequently due to confusion or 
misunderstanding than to actual an- 
tagonism. 

Many men in the management 
bracket are frankly puzzled when faced 
with a decision regarding advertising. 
They will admit that advertising plays 
a major role in the sale of consumer 
products. But when it comes to an in- 
dustrial product, they are not con- 
vinced. They know that other indus- 
trial concerns, perhaps their com- 
petitors, use advertising. Their own de- 
cision to use it is more frequently in- 
fluenced by what others are doing than 
by a firm conviction that it will help 
to accomplish their purpose. In other 
words, they are afraid not to use it. 

No advertising manager can be 
very happy or feel very secure when 
he realizes that such an attitude is the 
motivating influence behind the ap- 
proval of his budget. Both he and his 
management would be much happier 
if the use of advertising were on the 
basis of conviction. 

Management should be provided 
with positive proof that advertising 
brings a certain return. Lacking such 
evidence, the advertising budget it- 
self offers the next most effective 
means. Management will welcome the 
tangible evidence of sound thinking 
and practical planning interest in an 
advertising program carefully dove- 
tailed to the over-all company sales 
plan and based on adequate informa- 
tion and its interpretation. 

The task method of budgeting re- 
quires such thinking and planning. 
and therein lies the principal reason 
for its fundamental importance in in- 
dustrial advertising. 


Bargenquest Joins Bruce 

M. J. Bargenquest has joined Bruce 
Publishing Co., St. Paul, where he will 
handle advertising for Hardware Trade 
and Vorthern Automotive Journal, north 
central and middle Atlantic territories. 


‘Timberman’ Names Cowman 
Charles W. Cowman, former indu-- 
trial account executive for Hal Short & 
Co., Portland, Ore., agency, has been 
named advertising manager for Timber 
man, Portland. 
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Letters to the Editor 


(Continued from page 12) 


any advertising agency has appeared as 
a regular sponsor of a top-flight radio 
program with network origin. 

The “Town Meeting” program carries 
an excellent Hooper rating and we be- 
lieve that it is likely to do a better job 
of reaching the kind of people who may 
be interested in agency service than al- 
most any other radio program now on 
the air. In spite of this however, we will 
depend to a very large degree on the 
prestige of the sponsorship of this pro- 
gram for any direct benefits to the com- 
pany. 

The three one-minute commercials 
provided for the local sponsor are cur- 
rently planned as an effort to acquaint 
the general public with the benefits 
brought to them by national advertising. 
We hope to show that advertising is not 
a liability which adds to the cost of the 
product they buy, but rather an invest- 
ment which reduces the cost of each 
item by making it available to a greater 
number of people and thus reduces its 
production costs. 

The above does not mean that your 
editorial was an error. We concur in 
your thinking and believe that agencies 
should advertise their services. We also 
feel that perhaps this step on our part 
may lead the way to another form of 
advertising to which agencies might sub- 
scribe. 

Perhaps it would help to overcome 
some of the adverse feeling for adver- 
tising which exists in the minds of many 
people if the agencies themselves were 
to use their creative ability to dispel 
this cloud.—W. D. Moxitor, director of 
agency relations, Jaqua Co., Grand 


Rapids, Mich. 


Agency's 15°) Commission . . . 
Rebuttal and Round Two 


To Tue Eprror: I've just finished 
MacKenzie’s emotional letter ( August is- 
sue} in which he takes the stand that 
the 15° that agencies receive from pub- 
lications is a vicious gratuity and should 
be abolished. Tell me, how naive can an 
advertising manager get? 

The explanation for the 15°; is so ob- 
vious that I feel kinda silly dignifying 
such nonsense with a civil reply, but 
here goes .... 

In the early stages of the advertising 
business, newspapers and magazines had 
the headache of not only selling the 
space but preparing the copy as well, 
getting it accepted and taking the risk 
that there were no mistakes. As anyone 
ean readily see, that is two jobs. 

The fellow who likes to sell is rarely 
the one who also likes to create and fol- 
low through. The job of preparing the 
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If you're the kind who'd 
rather know than guess, 
you'll want to know about 
the make-up of The Wall 
Street Journal’s circula- 
tion. 


You'll want to know be- 
cause this important 
medium is The Only 
National Business Daily 
—the direct, economi- 
cal, quick route to the 
coast-to-coast, compre- 
hensive audience of 
U. S. businessmen. 


For example, of a total 
(ABC—March 31, 1950) 
circulation of 153,208, 
66.62% of The 
subscribers are in com- 
merce and industry. 


A smaller percentage— 
18.07%—are in the pro- 
fessions, education, ete. 


And only 15.31% are 
in all lines of financial 
activity ! 
If you advertise to business, 
The Wall Street Journal 
should head your list. 


66.62% 
and 


Commerce 


Total 101,995 Subscribers 


Total 27,727 Subscribers 


Total 23,486 Subscribers 


The Wall £::eet Journal 


44 Brood Street 
New York 


911 Young Street 


415 Bush Street 


Dallas San Francisco 
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@ Read by more coal mer- 
chants -— more coal sales 
executives in the coal in- 


FOR YEARS the leading doily 


newspaper of the steel and metal 


industries. More than 275 com- 
panies selling to these industries SNIPS 
A Journal Constructive Help 
are regularly advertising their d 
##BECAUSE Russell T. Gray's tradition- Air’ “Cendivoning. 
products, services and equipment Bi a) gold pocket watch wasn’t suitable, - 
Ruth V. Barr, secretary and treasurer 
of the Chicago agency, on the occasion s 
of her 25th anniversary with the com- Revert —s a 
Ameri Metal Mark t pany, received a gold ring watch incor- 
. of porating the agency's gear and scrol PUBLICITY WRITER-EDITOR 
Daily Since 1600 trademark. Presentation took place at 2 
18 Cliff St. New York 7, party for the entire staff given at the willing 
*e home of Harvey A. Scribner, Russell to gain experience, to exsist in the direction 
, . and coordination of the public relations ac- 
T. Gray s president. tivities including editing company house organ, 
. writing articles and speeches and genera! pub- 
. licity releases. Age 30-40. Man to be chosen 
advertising was one which publications will be one with promotional possibilities 
were glad les ¢ aE Stote experience, present position and salory 
ere glad to relegate to an impresario requirements in first letter, Box 440. |NDUS- 
for a small fee—let’s say 15° of the TRIAL MARKETING, I! Eost 47th St., 


of a series of people you ] space cost It is not an adequate fee, but prestinn Meare 


we won't argue that point. It happened 


that way. 
The fellow eventually established him- to Cnt 


self into an agency devoted to the prep- 


aration job. Publishers preferred to 
deal with him because he paid his bills Fingertifis . couse 
every six months, whereas they couldn't 

Reply cards really always depend upon the advertiser. 


a se in his pyre- The most important phase of this op- MEDIA AND MARKET 
eat eration was the transfer of the re- FACTS FOR BUILDING 

pen with REPLY-O LETTER! sponsibility for the correctness of each 
The (already filled-in) reply card advertisemeat from the publication to YOUR 1950 SCHEDULES 
stays in an exclusive pocket. That means the agent. The publication no longer had 


it stays with the message. You get to worry if the ad carried the correct 
better results. the 498 pages of data 


Test REPLY-O LETTER results against any}, illustration, ete. That responsibility covering 84 primary markets 


your best returns. For instance: was now borne by the agent, or agency, 
| The increase in the number of gifts and eliminated losses due to errors. Any — specifications, rates and 


is 60% we feel well pleased retail salesman on a newspaper cé e 
American Bible Society circulations of the 2,400 busi- 

Send for sample letters and free copy made in the ad alley led to a re-run, a : 
of “IT WAS ANSWERS HE WANTED.” refund, or actual loss of the account. ness papers serving U. S. and 
An agency taking on this responsibil- Canadian industry — and the 


ity, plus the creation of an idea accept- 
able to the advertiser (need I point out factual presentations of 200 
what this entails?) plus the production 
details, plus guarantee payment of the leading publishing organiza- 
space regardless of whether the adver- " 
tiser pays the agency-—all for 15° of the tons... im your 


space cost, is a been to the publishers. 1950 INDUSTRIAL MARKET 


Publication salesmen can spend more 
time selling. less time muddling with DATA BOOK 
REPLY-O PRODUCTS. co. duties best handled by an agency NUMBER 


WEST 22nd St. NEW YORK 1 It is not the duty of an agency to sell 


late dozens of experience where mistakes 
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his client space. He sells his services, 
don't think he doesn't—but he doesn't 
sell space. It is still up to the magazine 
men to sell their space. Penny-wise ad- 
vertisers may feel that 15% is too much 
to pay for agency service. Pound-wise 
publishers know better. 

Publishers know what it would cost to 
hire talent and build an organization to 
do this job themselves, and that’s what 
they would be forced to do in many in- 
stances if the 15% commission were 
dropped. They know they get better 
quality of advertising in their publica- 
tions from agencies and that is an im- 
portant item in itself. Many publications 
are bought solely because of the adver- 
tising. Eastman surveys have proved be- 
yond a shadow of a doubt that adver- 
tising pages are almost as well read 
as editorial pages. The quality of the ad- 
vertising is something publishers would 
like to see improved, not hamstrung. 

If publishers could get their editorial 
pages handed to them in finished form, 
usually without even a plate cost—for a 
mere 15°>—then they'd really be in 
clover. Compare the size of the adver- 
tising staff on the average newspaper or 
magazine with the editorial staff and 
you'll see what I mean. The ad manager 
can only muster a handful of workers as 
against the editor's army of help 

So, when MacKenzie, good practical 
Scot that he is, writes to a magazine 
“How about starting a movement to 
abolish the 15° system. You publishers 
would make a lot more money,” it's 
about as sensible as saying to the Du- 
Ponis—“Let’s abolish private enterprise, 
you'll de better without it.”——Lione. 
Ormssy, Dozier-Graham-Eastman, Los 
Angeles. 

P. S. I'm glad the Simplex Wire & 
Cable Co. is not my account. 

| And as our deadline sinks slowly in 
the West, we say ‘Amen’ to further dis 
cussion of the agency's 15°% commission. 
—Ed. | 
Wettstein Moves to Larger Quarters 

Bob Wettstein, Pacific Coast publish- 
ers’ representative, has moved the San 
Francisco office to larger quarters at the 
Howard Building, 209 Post St. 


U. S. Issues Pamphlet on Export 

A new pamphiet listing reference 
sources on export trade, including trade 
agreements, tariffs and government serv- 
ices designed especially for foreign 
traders, has been published by the Of- 
fice of International Trade of the De- 
partment of Commerce. 

The pamphlet, entitled “Foreign Trade 
Practice,” includes such topics as hand- 
books on techniques, bibliographies and 
guides, government directories, and re- 
ports and programs of organizations con- 
cerned with foreign trade. Copies are 
20 cents each. 
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Coverage 


OF THE 


Dollar 


Annual Steel Mill Market 


Here’s 


Your Write for New 


Advertising 


N.1A.A. 
Sales Presentation 


Iron wo Steel 


1010 EMPIRE BUILDIN 


For Materials Handling Manutdchorers 


The newly expanded monthly mech- 
anized freight handling and packaging 
section of Traffic World represents 
new marketing opportunities for 
manufacturers of materials handling 
equipment. 

Edited by an experienced full-time 
editor—a “specialist” with previous 
industry experience—this monthly sec- 
tion presents exclusive features and 
news of prime importance to the buy- 
ing heads of America’s industrial ship- 


ping and receiving departments as well 
as to the buying executives of the na- 
tion's transportation companies: rail- 
roads, airlines, steamship lines, and 
trucking companies. 

Let us send you latest market data 
and recent publication issues. As 
America’s only weekly transportation 
news magazine, selling at $20 a year 
to readers (ABC), you will find real 
marketing opportunities in the 43 year 
old Trafic World. 


CHICAGO 


418 S. Market St. 
Wabash 2-2882 


NEW YORK 
122 E. 42nd Se. 
Oregon 9-3188 


WASHINGTON, D. C. 


815 Washington Bidg. 
Sterling 7325 
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When you sow your sales seeds 
on barren ground, no amount of 
spade work will produce an 
abundant crop. 

Ads are sales seeds. If you sell 
to the transit industry, MASS 
Transportation's rich editorial 
content is the most productive 
place to plant your sales story. 

MASS Transportation is en- 
riched with wide-awake copy: 

‘Buffalo, turbulent transit 

trouble-spot for many years, 

has been more tumulcous 
than usual the last few 
weeks. The 600,000 popula- 
tion hornet’s nest on the 
shore of Lake Erie was 
stirred by, of all things, 

a quiet, smooth-running 

trolley coach.” 

No wonder wide-awake MASS 
readers spend an average of 2 
hours and 13 minutes digging 
into each issue, 

This intense readership of 
MASS Transportation gives your 
ad 19 times the exposure of a 
“chumbership” type magazine. 

Sow your ads in the fertile 
concent of MASS Transportation 
—leader in the transit industry 
for 45 years. A 


See SRDS Class. 21—or 
write for rate card. 


TRANSPORTATION 


222 W. ADAMS $7. 
CHICAGO, KL 
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Index to Advertisers 
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Your MINING CATALOGS is always useful as a reference for 


engineers located so far from home where direct CONTACT 
with representatives of the different companies IS DIFFICULT 


and at times IMPOSSIBLE.” 


Although Huanuni, Bolivia, is only a pin-point on 
a World Atlas it is of vital importance as a world 
source of tin and tungsten. Mr. Keller, general 
manager of a company which operates five mines 
at 13,000 ft. altitude in the vicinity of Huanuni, 
values the adequate pre-filed buying information 
the MINING CATALOGS makes available to him. 

Of course, not all mines are so remotely located 
but, like Mr. Keller, key mine operating person- 
nel, both in the U.S.A. and Abroad, have learned 


to rely on PRE-FILED MINING CATALOGS as 


on Tin & Tungsten Mines Corg 


Gen | Mgr, Boliw T oration 
Huanun:, Bolivia 


the primary source of buying information when 
purchasing equipment, supplies and materials for 
all types of mining operations. 

If you haven't as yet arranged for McGraw-Hill 
to pre-file your catalogs with your customers and 
prospects, we'll be glad to provide complete infor- 
mation about this economical service. 


MINING | 


For rates, see STANDARD RATE & DATA SERVICE and MARKET DATA BOOK. 


McGRAW-HILL CATALOG SERVICE 


330 West Forty-second Street, New York 18, N.Y. 


“SELLERS seeking BUYERS use Advertising — BUYERS seeking SELLERS use Catalogs” 


(formerly E-B-R 
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HOW MUCH DO THEY EAT? 


DEADHEAD READERSHIP may be cating up more of sour 
advertising than vou think 

A “deadhead” is (1) A reader who doesn't actually 
influence industrial buying ... (2) A reader who used 
to, whose job has changed, and doesn't vow, but whose 
subscription lingers on... (3) A reader whose plant ts 
not worthwhile ... (4) A reader who has lost his job 
and whose subscription lingers on. 

One publisher estimates that, due to personnel turn- 
over alone, an industrial subscription list uncorrected 
for one year is 30°. dead. Obviously when names are 
frozen to a subscription list for a fixed period, “dead- 
wood” is inevitable. The longer the period, the greater 
the ‘deadwood”. 

ONLY MILL & FACTORY SELECTS ALL “LIVE” BUYING 
READERS AUTOMATICALLY AND CONTINUOUSLY 

The 1535 industrial salesmen maintaining the circula- 
tion of Mil & Factor) select “live” and important names 
only and report changes on the spot, from their terr 
tories, daily. Every change is made immediately by the 


ONLY M&F can guarantee 
identified buyer coverage 


NOUR INDUSTRIA 
ADVERTISING MEDIA 


publisher. This means that Mill & Factory reaches only 
active buying readers, automatically and continuously. 


SCHEDULE MILL & FACTORY AND GET FULL VALUE 
FOR YOUR ADVERTISING DOLLAR! 


This means that when you advertise in Mill & Factory 
you get full value in active, important circulation with- 
out any waste whatever. So when you're making up 
your advertising schedules it will pay you dollar-tor- 
dollar, to choose Mill & Factory first! Conover-Mast 
Publications, Inc., 205 E. 42nd St.. New York 17; 737 ; 
No. Michigan Ave., Chicago 11; Leader Bldg., Cleve- 
land 14; 5478 Wilshire Blvd., Los Angeles 36; 4552 
Rheims Place, Dallas 1. 
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